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‘One Track Mind...and proud of it! 


[f— 





For 51 years ARCHITECTURAL RECORD has rigor- 
ously held to a straight line approach to active 
architect-engineers in terms of their current and 


coming problems. 


Today that gives you a publi- 


cation at its fighting best for this war market... 


and the horizons ahead. 


WE THINK the only reason active 
architects and engineers have been 
reading the RECORD all these years 
is for what they get out of it. In 
other words .. . pertinent, practical, 
working data on their current and 
coming problems. 


Today, with war smeared all over the 
map, what is more essential ? 


Any issue of the RECORD will 
stand your sharpest scrutiny from 
the standpoint of service to the war 
effort. Even more significantly, go 
back two years, three years or more 
and you will find articles like “What 
Does Military Design Offer the Ar- 
chitecture of Peace” and numerous 
others, putting the RECORD square- 
ly “on the beam” for what was to 


come. 


Every step of the way, we kave been 
thinking in terms of preparing our 
readers to cope with the problems 
that lie ahead. Every step of the 


way, we have emphasized the kinds 
of work that were currently active 
or in prospect. Every step of the 
way, we have had that stubborn “one 
track” mind of ours to steer us clear 
of boondoggling or blind alleys. 


No need today for us to change 
horses in midstream. No need, in fact, 
to slow down for any change. All 
we have to do is keep on doing what 
we have been doing . . . but more, 
more, MORE .... intensifying and 
speeding up our job as we go along. 


We're moving just as fast as the most 
substantial resources in the building 
field (yes, F. W. Dodge) will permit. 
If you want to ride along with us 

. if you want to intensify your 
service and selling to active archi- 
tect-engineers ... the RECORD is 
ready to help you do a job you'll be 
proud of, and a job Washington will 
applaud ... at this time when these 
hard-pressed creators of building 
need you so badly. 








Total Building Contracts Awarded -37 States 


WAR BUILDING STRONG 






$445,849,000 sean 
MAY 
$403,766,000 soe 


It’s Uncle Sam’s Markel 


Almost 90% of current construc- 
tion volume originating in the 
war program is being executed 
under direct or indirect govern- 
ment control. This is the active, 
unrestricted market for your 
product. Do you know which gov- 
ernment agencies and depart- 
ments, and what men are [fe 
sponsible for designing, specify- 
ing and buying wartime building’ 
The RECORD knows .. . be 
cause the RECORD is reaching 
all these men. Ask your REC- 
ORD representative to show you 
our new report on “Who's Who 
in Uncle Sam’s building market 


— 
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John Shallenberger discusses 


FLUORESCENT LIGHTING 


(And, maybe, drops an idea 
or two for advertisers) 


“I've had an opportunity to lay out 
several good-sized fluorescent instal- 
lations. My chief complaint against 
lighting equipment manufacturers is 
their high-pressure approach to pro- 
moting this new lighting. I wish 
they'd cut out the claims and counter- 
claims and give more useful informa- 
tion about their products and instal- 
lations. I wish they'd be frank and 
tell us where incandescent is still 
preferable to fluorescent. 

“I'd like to see the fluorescent 
people discuss installations in their ad- 
vertising. Not just a picture, but 
plenty of data about the spacing of 
the fixtures, height above the floor, 
what type of fixtures were used, why 
— and the results obtained. This 
would permit me to compare these 
installations with my own. 

“One very big obstacle to the use 
of fluorescent is the difficulty of con- 
trolling the direction of the light. 
Ideas on how to get the light to a 
particular work area would be most 
helpful. The face that fluorescent 
furnishes a diffused light makes it 
almost impossible to direct the light 
to any one place where higher inten- 
sity is desired. 

“Another big headache in fluores- 
cent is the flickering of the tubes 
which annoys the industrial users 
plenty. Manufacturers should offer a 
solution to this problem, or warn 
against the use of fluorescent where 
such flickering will cause trouble. 

“Some fixture manufacturers have 
gotten out bulletins stating which 
lines of fixtures have been curtailed 
and recommending substitutes from 
those models still available. This in- 
formation is very helpful when we're 
laying out an installation 


BRICKBATS 


“They usvally run the same ad in all pub- 
lications, don't they? This is pretty dull to 
my mind, because they don't offer any- 
thing of particular interest to any one 
group.” 

“They spend so much time talking about 
their expanded facilities that they don't 
get around to telling much about their 
products, which is what I'm interested in.” 


“I'd rother see that small picture of their 
product up there in place of that big one 
that doesn’t say anything. Then | could 
see the product in some detail.” 
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“This is unusually good. The picture 
of the lights in use tells one important 
story — light directed below horizontal 
—no upward glare. It was a swell 
idea to show those cutaways of these 
fleodlights. These are relatively new. 
Many men looking for protective light- 
ing equipment are not yet familiar 
with these floodlights. An ordinary 
picture of these lamps wouldn't reveal 
anything different ‘from thousands of 
others on the market, but these cut- 
aways show the unusual features of 


these lights." 
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KEEP PACE with EXPANSION 














“Here is an example of where a good 
picture con tell more than 1,000 
words. Just. finished designing one 
of these switchboards myself. In fart, 
when | first saw this it looked like a 
picture of the unit we are getting 
from them. This is very good. Here's 
the motor starter, there's the meter, 
here are blanks for future expansion. 
Advantages of this board are all ob- 
vious from the picture — flexibility, re- 
quires very little space. It shows how 
the units are put together." 


“This is a@ good job. The 


photograph does a fine job of 
ing the starter. Here's a « 


manufacturer who has faced 
the obstacles to fluorescent 
done something about it! 
way te stop a lot of 


FOR 1942 AND 1962 
PRODUCTION PLANT: 


é 


National Electric Products 
Prttsborgh 
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NIAA Calls War Conference 


Twentieth anniversary of industrial advertisers’ organ- 


@ SACRIFICING its _ elaborately 
planned twentieth anniversary celebra- 
tion in the Fall, the National Indus- 
trial Advertisers Association has called 
a three-day War Conference June 29- 
July 1 at Hotel Traymore, Atlantic 
City, in order to bring to the indus- 
trial advertising and marketing ex- 
ecutives of the country the latest 
information on conditions affecting 
their activities and practical sugges- 
tions for shaping their programs to 
best serve their country at war. 

In less than a month’s time, the 
conference committee headed by Ken- 
neth W. Bailey, Primary Battery Di- 
vision, Thomas A. Edison, Inc., Bloom- 
field, N. J., reorganized previous plans 
of entirely different character and the 
meeting is now completely set up on 
a wartime basis. The program com- 
mittee under John F. Coakley, pub- 
licity director, Thomas A. Edison In- 
dustries, West Orange, N. J., has per- 


fec a twenty-two point program 
on most pertinent problems con- 
fronting the industrial marketing field 
toda, drawing from the outstanding 
leade:s of industry and government. 

I> conference is open to all busi- 
nes cutives of the country, regard- 
less membership. On the basis of 
adva registrations, which have been 


the iest ever preceding an NIAA 
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ization to be marked at Atlantic City, June 29-July 1 


conference, the vital importance of 


the meeting will be reflected in an 
unusually large attendance from all 
over the country and Canada. 

The War Conference will give at- 
tention to three major subjects, one 
each day. 

First day: Aiding war production 
and building worker morale. 


Second day: How to make adver- 





Attendance trophy which will be presented 
by the Industrial Advertising Council of 
Pittsburgh to the highest scoring chapter in 
attendance at the Atlantic City meeting 





tising tie in with present day condi- 
tions. 

Third day: Postwar planning—a 
subject every industrial executive is 
vitally concerned about. 

Men of wide experience will treat 
the various phases of the major sub- 
jects in prepared talks and at the end 
of each day there will be round table 
sessions where the speakers may be 
questioned and members may discuss 
their related problems. In connection 
with the round tables, portfolios of 
pertinent material submitted by mem- 
bers in place of the usual panels ex- 
hibit will be available as case studies. 
It is believed that this type of program 
will be most beneficial to the delegates 
and resolve itself into shirt-sleeve 
working sessions because of the great 
need for exchange of information and 
guidance on today’s problems. 


Postwar Planning 


Among the headliners on the pro- 
gram is E. C. Prince, vice-president, 
General Electric Company, who will 
talk on “Your Job in Postwar Plan- 
ning.” Treating the same subject 
from the advertising viewpoint, The 
Copy Chasers’ Advertising Man-of- 
the-Year, Edwin L. Andrew, vice- 
president, Fuller & Smith & Ross, Inc., 
writer of the Aluminum campaigns, 
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HERBERT V. MERCREADY 


Acting President, National Industrial 
Advertisers Association 


will discuss “Imagineering—Where Do 
We Go from Here.” Stanley A. Knise- 
ly, executive vice-president, Associat- 
ed Business Papers, Inc., will contrib- 
ute to this phase of the program with 
“When the Last Shot’s Fired, What 
Then?” 

Any who may have doubt as to 
the government’s sincerity in desiring 
a continuance of the right kind of 
advertising will be reassured when 
they listen to John H. Morse, director, 
Bureau of Economic Information, Bu- 
reau of Foreign & Domestic Com- 
merce, explain “Why the Department 
of Commerce Believes in Wartime Ad- 
vertising.” “The War Department’s 
Policy on Advertising” will be de- 
tailed by Lieut. Richard P. Powell. 
The Latin American situation will be 
presented by Duncan Aikman, Office 
of Coordinator of Inter-American Af- 
fairs. 


Immediate Problems 


Laying the groundwork for today’s 





Donald Nelson says... 

Donald M. Nelson, chief of the 
War Production Board, last 
issued the following statement con- 
cerning the NIAA War Conference: 

I know from your meeting in 
Atlantic City you will draw new 
inspiration and determination to 
play your part in this great task 
which has united the country in a 
common purpose. 

The single task before us now 
is winning the war. This we must 
do and this we intend to do. How 
soon we can do it depends on 
your cooperation and the cooper- 
ation of every American. 


The program of the War Confer- 
ence be devoted to how indus- 
trial advertising and marketing ex- 
to the 


month 


will 


ecutives can contribute most 
success of the war effort. 





industrial advertising job, Vernon H. 
Van Diver, manager advertising divi- 
sion, Union Carbide and Carbon Com- 
pany, will trace “Twenty-five Years 
in Industrial Advertising” under the 
topic “What to Do and How to Do 
It.” The second phase, “Here’s How 
to Do the Field Work These Days,” 
will be handled by Will Garey, re- 
search department, McGraw-Hill Pub- 
lishing Company. Earl L. Shaner, ed- 
itor, Steel, and president, Penton Pub- 
lishing Company, will talk on “Keying 


Advertising to Industry’s Wartime 


and Postwar Problems.’ 

Other talks dealing with advertising 
problems under war conditions will 
be given by Harvey Conover, presi- 
dent, Conover-Mast, “How Industrial 
Advertising Can Aid War Produc- 
tion”; Raymond C. Helbig, advertis- 
ing manager, Greenfield Tap & Die 
Company, “So—You Have Nothing 
to Sell”; and William E. Irish, editor, 


W. DONALD MURPHY 


Retiring President, National Industria! 
Advertisers Association 


Industrial Equipment News, “The Ad 
Man Can Help Keep Equipment Go- 
ing.” 

The important function of the bus- 
iness paper editor will be explained by 
Senator Roy V. Wright, vice-presi- 
dent, Simmons-Boardman Publishing 
Company, in a talk on “Your Busi- 
ness Paper Editor at War—Washing- 
ton to Ottawa.” 


Roy O. Eastman, specialist in edi- 
torial and advertising readership re- 
search, will reveal some of his current 
findings in ““Elucidating the Obvious.” 


War Production Drives 


The sessions on war production 
drives will be chairmanned by Thomas 
F. Joyce, vice-president and adver- 
tising manager, Radio Corporation of 
America, producer of the “Beat the 
Promise” campaign. Two case studies 
will be presented, one by C. Norman 
Kirchner, promotion manager, 
Independent Pneumatic Tool Com- 


sales 


A Few of the Speakers Featured on the NIAA War Conference Progra 
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j N 
1H. VAN YR 


R. C. HELBIG Bk 


Greenfield Tap 


R. L. MOLEY 


Newsweek 


Cc. N. KIRCHNER 
Independent P.T. 


A. M. STAEHLE 
McGraw-Hill 


L. H. BRENDEL 
Manning, Maxwell & 
Moore 
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D. C. PRINCE 


General Electric 


Cc. G. PYLE 
Hygrade Sylvania 
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Boardman 


KENNETH W. BAILEY 


General Conference Chairman 


pany, explaining his “Produce the 
Plus” campaign; the other by J. M. 
McKibbin, manager training and sales 
promotion, Westinghouse Electric & 
Mfg. Company. 

While it is easy enough to start 
promotion 


a production campaign, 


many directors are now confronted 
with “How to Keep Production Drives 
Going,” which will be discussed by 
Alfred M. Staehle, publisher, Factor) 


Management and Maintenance. 


Getting War Business 


A new slant on selling industrial 
goods under wartime conditions will 
be presented by Charles G. Pyle, gen- 
eral sales manager, Hygrade Lighting 
Division, Hygrade Sylvania Corpora- 
tion, whose subject will be “Paratroop 
Tactics in Wartime Selling.” 

“How One Business Went to War” 
will be the topic of Leonard Rhodes, 
manager advertising and sales promo- 
tion, Lyon Metal Products, Inc., who 
will show in detail how his company 
went after war contracts and got them 
through application of regular adver- 


and Show How Advertising Men Can Help Speed the War Effort 


J. M. McKIBBIN 


Westinghouse Penton 
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EARL L. SHANER 





H. M. CARROLL 


Vice-Chairman 


G. V. CORBETT 


Ladies Entertainment 


tising and sales promotion methods. 
This piece of work has been selected 
as an outstanding example by the Na- 
Association of Manufacturers 
and the War Production Board. 


tional 


The matter of selling through dis- 
tributors under today’s conditions and 
maintaining satisfactory relaxations so 
that normal activity may be resumed 
after the war will be discussed by 
Louis H. Brendel, manager jobber re- 
lations, Manning, Maxwell & Moore, 
Inc., in his talk on “Fortifying Dis- 
Mr. Brendel, 


who has written on this phase of mar- 


tributor Relationships.” 


keting several times for INDUSTRIAL 
MARKETING, is a leading authority on 
the subject. 


The Country at War 


To give delegates to the conference 
the viewpoint of economic and mili- 
tary experts on the war situation, 
Malcolm Muir, publisher, Newsweek, 
and chairman of the War Committee 
of the National Association of Man- 
ufacturers, will direct an hour’s forum 
on “America at War,” which will be 
participated in by such members of 
his staff as Admiral William V. Pratt, 
U.S.N., retired; Maj. Gen. Stephen O. 
Fuqua, U.S.A., retired; Ernest K. 
Lindley, chief of the Washington bu- 
reau; Raymond L. Moley, former as- 
sistant Secretary of State; and Ralph 











JOHN F. COAKLEY 


Conference Program Chairman 


Robey, economist and professor at Co- 
lumbia University. 


War Advertising Portfolios 

Because of the the 
usual panels display of members’ ad- 
vertising will not be held this year. 
In their place, however, the same ma- 
terial will be presented to the confer 
ence in the form of portfolios which 
will be made available for use in the 
round table sessions at the end of 
each day’s program. Certificates of 
Awards will be given to the twenty- 
one best campaigns submitted under 


time element, 


three classifications: 

(1) Industrial advertising for War 
Production Board and governmental 
This will 


pro- 


agency assistance programs. 
include production promotion 
grams, conservation and salvage cam- 
paigns, employe suggestion plans, war 
bond drives, work simplification pro- 
grams, etc. 

(2) Industrial advertising for to- 
day’s war effort. This will embrace 
advertising under wartime conditions, 


(Continued on Page 72) 
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Keening 


War Production 


and Workers Up to Par 


Interesting notes on production promotion campaigns; 
scoreboards and house organs seen as effective units 


@ IN THE middle of June the War 
Production Board had knowledge of 
900 manufacturing plants throughout 
the which have established 
labor-management committees, all of 
which are carrying on some type of 
war production promotion campaigns. 
the 


phase ef these programs, it divides it- 


country 


In reference to production 
self into several major points of which 
are: (1) suggestion contests for in- 
creasing production; (2) suggestions 
(3) 
maintaining high attendance of work- 
ers; (4) safety of workers; (5) sal- 
In addition to these 
war 


for saving time and materials; 


vaging materials. 
points, drives for the sale of 
stamps and bonds are included some- 
where in the programs. 

These campaigns, as a general rule, 
comprise about the same elements, but 
vary according to the ingenuity of 
those in charge. The usual program 
breaks with a teaser campaign or a 


Workers 
made acquainted with the purpose of 


contest for a slogan. are 
the campaign through house organs, 
special bulletins, and mass meetings. 
Care is used to distinguish the pro- 
speedup, 
placing the welfare of the country 


gram from a_ production 


ahead of personal or company inter- 
ests. Posters, banners, stickers, but- 
tons are used to keep the idea ever 
before the workers in the plant and 
at home. Attractive suggestion boxes 
are placed throughout the plant and 
awards are made to those who submit 
the best ideas for increasing produc- 
tion, One way or another. Occasional 


One of the finest sets of production score- 
boards is in the plants of Lewis Foundry Ma- 
chine Division of Blaw-Knox Company. Each 
of the six departments has its own board of 
different character to tie in with the nature 
of the work. In addition there is one general 
scoreboard which carries gold stars to indi- 
cate if 100 per cent production is attained 


mass meetings are held with company 
officials and military officers explain- 
ing the importance of the work being 
done, especially if it is of a character 
removed from a military nature. 
ploye papers keep the workers in- 
formed on all phases of the 
pany’s activities and especially how 
their work is contributing to prose- 
cuting the war successfully. (Timing 
is important in respect to employe 
publications under today’s conditions. 
It is better to publish a small inex- 
pensive sheet every week than a more 
elaborate one once a month.) Public 
address systems are used for flash mes- 
sages to the workers and for playing 
music both during working hours and 
lunch periods. 

In addition to all these instruments 
for impressing workers with the need 
for all-out effort and for keeping their 
interest at high pitch, there is one 
other to which the typical American 
responds most freely. That is the 
spirit of competition and achievement. 
And it appears that because of this, 
the production scoreboard is destined 
to become the most popular element 
in the typical production promotion 
With millions of men go- 


Em- 


com- 


campaign. 
ing into military service, there is grim 
evidence that the country is at war, 
and the American worker needs only 
to know what output is expected of 
him and he will see that desired results 
are available to chalk up on the boards. 
It has become a dead serious game and 
he works to win. 

Great imagination is being mani- 
fest in scoreboards appearing in plants 
around the country. Perhaps the most 
unique set are those in the plants of 
the Lewis Foundry Machine Divison 
of Blaw-Knox Company which :=re 
illustrated in these pages. [t wil’ ve 
noted that the action in each ca 
directed at one of the Axis leacers; 


therefore there is the double 
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centive of achieving the quota and 
smashing the leader. Each board is 
styled to tie in directly with the par- 
ticular work of the department. 

In the group illustration is a clever 
scoreboard used by Blackhawk Mfg. 
Company, Milwaukee, (1) in a bond 
drive. Workers were grouped into 
teams and as they signed for the pay- 
roll allotment plan, the daggers began 
to move toward the Jap heads; as the 
chins were reached, the blades were 
dobbed with red which continued un- 
til the hilt reached the jaw. The Jap 
angle, plus the team competition, were 
two important factors in putting over 
the drive, reports B. E. Hotvedt, man- 
ager of the company’s industrial sup- 
ply division. 

Bantam _ Bearings Corporation, 
South Bend, Ind., provides a black- 
board record (2) of weekly and 
monthly production figures of items 
for the United Nation’s Victory Pro- 
gram, giving the men manning the 
machines a reminder of the importance 
of their jobs in keeping supplies mov- 
ing to the fighting front. With the 
preceding month’s output the goal to 
be topped, each individual is given 
an incentive to beat the record he 
made before. 

The Westinghouse Lamp Division, 
Bloomfield, N. J., has an interesting 
production record board (3) on which 
various types of special electronic 
tubes are indicated. As production 
goes ahead or behind schedule, bay- 


oneted guns move up or down. 





A scoreboard for attendance is uti- 
lized by Corbin Screw Corporation, 
New Britain, Conn., (4) in its com- 
petition styled “Bomb Tokyo” which 
showed a ten per cent improvement 
in the first week and a near perfect 
record for most departments at the 
end of the second week. (See (1) 
page 18 for other posters used in this 
campaign.) Absenteeism is a vital fac- 
tor in the war production program and 
should be combated with whatever 
means prove most effective. An ed- 
ucational program is a major part of 
Corbin’s campaign for greater produc- 
tion. Also all employes who sign 
the Victory Pledge are presented with 
a handsome Victory Pledge Certificate 
signed by the general manager and de- 
partment head and impressed with the 
company seal. A new company news- 
paper, “Precision News,” has become 
so popular there is demand for it to 





+ nated display booth is used by The Girdler Corporation, Louisville, to visualize for 
ne er es how the work they are doing fits into the war program. The display is located 
er? 
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ate so’ all may see it as they enter the plant. Material is changed every two weeks 


appear twice instead of once a month. 
“Production for Victory” is the slogan 
of this company’s campaign and it is 
kept before the workers through the 
newspaper and colorful posters which 
are changed frequently. 

In its drive against accidents, inef- 
ficiency, and lost time, New Departure 
Division staged a public hanging (5) 
at its Meriden, Conn., plant of Hit- 
ler, Mussolini, and Hirohito characters, 
appropriately labeled, against a back- 
ground of a production scoreboard. 
The event was one of considerable 
ceremony and gave the workers an 
opportunity to vent their feelings on 
lifelike dummies. The company will 
recognize workers who have a clear 
record for thirteen weeks of not be- 
ing late or absent, no accidents, and 
satisfactory work with a signed “Vic- 
tory Production Award” certificate. 

In connection with its idea contest, 
Crocker-Wheeler Electric Mfg. Com- 
pany, Ampere, N. J., uses an inter- 
esting scoreboard (6) showing a Jap 
at the top of a fifteen-foot ladder 
and a workman with an _ acetylene 
torch climbing up from the bottom. 
As ideas are accepted, the workman 
progresses upwards and when the 
quota has been completed the torch 
will reach the Jap. Relative stand- 
ings of the individual departments 
participating are shown on the score- 
board. The slogan, “Vie for Victory,” 
is displayed prominently. 

As mentioned in connection with the 
New Departure “hanging,” workers 
seem to like to give vent to their feel- 
ings in some physical manner. This has 
also been observed by W. Armin Will- 
ig, advertising manager, The Girdler 
Corporation, Louisville, who reports 
that a punching bag (see illustration) 
on which Hitler and a Jap are painted 
on either side has been one of the 
most popular items in the company’s 
“Turn the Tide” campaign. A sign 
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back of the bag reads: “Sock ’em 
twice, Boys, HERE and at your Job.” 
This company is conducting a well 
Some of the slo- 
gans on its own posters are: ‘To Hell 
with the Axis—Let’s TURN THE 
TIDE to Victory”; “Remember the 
Six W’s—Wishing Won’t Win While 
Work Will”; and “The War Is Being 
Decided at Your Machine.” A dis- 


play booth (see illustration) contain- 


rounded campaign. 


ing items made by the workers and 
showing the relation to war equipment 
has been placed where all workers can 
see it as they enter the plant. The 
exhibit is changed every two weeks. 

Suggestion boxes are also being used 
and music is played over the p.a. sys- 
tem during lunch hour and changes 
of shifts. 
at certain periods during the day. A 


News flashes are broadcast 


plaque is now being erected to honor 


the men from the plant who have gone 





Striking posters by the French muralist 
Maurice Brevanes were used in various ways 
by Burndy Engineering Company, New York, 
in its production campaign. Here's how 
salvaging was handled throughout the plant 
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into the service, over which will be 
the caption, “Not a single one of 
these men shall die because we falter.” 

Ted Gravenson, advertising man- 
ager, Burndy Engineering Company, 
Inc., New York, reports highly satis- 
factory results from his “MPST” cam- 
paign (More Planes, Ships, Tanks). 
Production reached a new high, the 
rate of spoilage and wastage dropped 
noticeably, and spirits of workers are 
unusually high. The program _in- 
cludes all the usual items plus movies 
showing production lines and machines 
in allied industries and government 
sponsored movies of wartime signifi- 
cance; a committee of employes’ 
wives to encourage the men in a gen- 
eral way and urge them to contribute 
suggestions; music on the p.a. system; 
and a Work-Sunday-for-Victory Day 
for volunteers, their pay with over- 
time going to the government. This 
program was launched with a teaser 
campaign. Several large paintings by 
the French muralist, Maurice Bre- 
vanes, whose work was seen at the 
New York World’s Fair, are utilized 
throughout the plant (see illustration) 
and are available on loan from Mr. 
Gravenson for limited periods. 

In the well rounded program of 
Mattison Machine Works, Rockford, 
Ill., W. Hagstrom, advertising man- 
ager, is giving special attention to the 
educational phase by providing a shop 
reading rack (7) carrying all the lat- 
est business papers in the metal work- 
ing field so that workers may keep 
posted on newest developments in pro- 


duction methods. It has had good 
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reception. In addition, the supervi- 
sory forces meet regularly to discuss 
methods for improving production. 
This company builds morale among 
its employes with social, athletic, and 
benefit activities. 

Harry Carroll, advertising manager, 
Hyatt Bearings Division, Harrison, 

J., has observed that the posters 
used in his campaign which are most 
effective are those which touch on the 
personal angle. One of these (4) 
reads: “Dad did it before—we'll 
do it again” and carries the photo- 
graphs of a Hyatt worker as he was 
in 1917 in the service and one of his 
sons in service today. Another ad- 
dressed to those who have boys in 
service reads: ‘Uncle Sam needs the 
products of your machines just as 
much as he needs your boy.” Exhibits 
of products being made also have 
proved popular, these being displayed 
in the plant cafeteria; mobile displays 

(Continued on Page 70) 





This punching bag with Hirohito on one side 
and Hitler on the other has provided @ 
great deal of pleasure to workers 
shops of The Girdler Corporation, Louisville, 
and proved popular in the morale p 
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u De San Martin’ Vive Today 


BAUSCH & LOMB 


Scratchboard drawings by John C. Kelley, Rochester artist, feature the campaign in export 
publications for Bausch & Lomb Optical Company designed to keep the market open for the 
company's products until the time deliveries may be made again. 


BAUSCH & LOMB 


The illustrations and copy 


appeal to the Latin American temperament by showing appreciation for the great accom- 


plishments of Latin American heroes in their own courageous struggle for independence 


Bausch & Lomk Aelds Latin American 


Market with Unique Campaign 


Struggles of South American heroes for independence 
featured to show understanding and create good will 


@ THE unique campaign which 
Bausch & Lomb Optical Company is 
using in Latin American export maga- 
zines was the solution of a difficult 
problem. 

In late 1939 and 1940 hundreds 
of eager customers throughout Latin 
America had begun sending orders 
into the Rochester factory for optical 
goods which were no longer obtainable 
from customary European sources. 
Here was the long-sought opportunity 
for Bausch & Lomb to prove to habit- 
ual buyers of Old World merchandise 
the outstanding quality and perform- 
ance of their American-made optical 
instruments for medicine, scientific and 
industrial research, and military use. 

Gustave Husson, export sales man- 
ager, Bausch & Lomb, returning from 
a sales trip to South America in 1940, 
said, “Let us make full use of this fa- 
Vorable situation to convince these 
People thoroughly of the superiority 
of our products, and of our ability to 
serve them.” Under the direction of 
Milton C. Williamson, advertising di- 


Féctor, an advertising and selling cam- 
Paign was laid out to take full advan- 
tage of the changed market. Then, 
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By HENRIETTA S. FEESER 


Account Executive, Ed Wolff & Asso- 
ciates, Rochester, N. Y. 


almost as swiftly as the opportunity 
appeared, the means for satisfying the 
new demands were taken away. 


World War II began to occupy an 
ever-increasingly large proportion of 
the facilities of Bausch & Lomb with 
the production of materials for Lend- 
Lease and for America’s Defense Pro- 
gram. As the flow of orders from Latin 
America doubled and tripled, the fac- 
tory’s supply of products to fill these 
orders dwindled. What had been a 
bountiful new market became a group 
of dissatisfied, even angry, customers 
as they received letter after letter in- 
forming them of unavoidable delays in 
filling their orders. 

So widespread had become the de- 
mand throughout Latin America for 
these products of Bausch & Lomb, 
medical microscopes, eye-examination 
instruments, binoculars, sun _ glasses, 
and similar goods, that even the pic- 
ture of such a product, appearing in 
an advertisement containing no selling 


copy at all, provoked a new flood of 
demands and greater dissatisfaction 
among the customers whose unfilled 
orders were of long standing. 

In the summer of 1941 it became 
imperative that the advertising be 
changed radically. No _ instrument 
pictures could be allowed to appear. 
The only materials which could still 
be supplied in abundance to Latin 
America were eyeglass lenses. How- 
ever, to run a straight selling cam- 
paign on lenses would ignore the sit- 
uation of hundreds of unsatisfied cus- 
tomers for instruments and might 
even serve to antagonize them. Some 
kind of campaign must be devised 
which would win their admiration and 
respect for the work which Bausch & 
Lomb was doing in this second World 
War, and would enlist their sympa- 
thetic understanding of the delays on 
their orders, and build up a feeling of 
loyalty for the future. 

Out of his long experience with the 
Latin American temperament, Mr. 
Husson suggested that by showing ap- 
preciation for the great accomplish- 
ments of Latin American heroes in 


(Continued on Page 64) 










































By HAROLD O. HAYES 


@ ONE OF 
merchandising products of the United 
States Gypsum Company is to educate 


the principal jobs in 


building mechanics in proper use for 
attractive results—with economy. 
That, of course, is a job every man- 
ufacturer recognizes as of paramount 
position of the 
company is to be maintained. It has 
played a part in the continued growth 
and leadership of the United States 
Gypsum Company and undoubtedly 


importance if the 


explains why the company has grown 
into the largest manufacturer of build 
ing materials in the United States. To- 
day the company ranks this job of edu- 
cation higher than ever, for its value 
has been thoroughly demonstrated. 


Most of the products have been 
manufactured for some years, although 
improvements in the products as well 
as ways to use them are being made 
continually, but tradesmen who have 
inherited their skills from a genera- 
tion of “lumber and masonry fore- 
fathers” are slow to accept newer 
types of materials. 

Some of these products, too, are just 
Take Sheet- 


Gypsum boards 


coming into their own. 
rock, for instance. 
have been made since the turn of the 
century. But it was not until the 
United States entered World War | 
that the possibilities of Sheetrock, a 
fireproof wallboard, were realized. 
Then it became accepted as an im- 
proved repair and alteration material 
for walls and ceilings. 

For years Sheetrock enjoyed an ecx- 
cellent market from this use, and 
abuse was not serious, for the jobs on 
which it was employed seldom called 
for quality. 

In the evolution of building, mod- 
ern construction has changed this sit- 
uation so that quality jobs now offer 


an important market, and to obtain 
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Fulton, Horne, Morrissey Company, Chicago 









De Educational Job 


Builders and architects shown how extensive line of 


USG products may be used to achieve desired results 


the share of this business that its po- 
tentialities justify means that reason- 
able skill must be used, and abuse must 
end. 

The problem with Sheetrock might 
be repeated for most other products 
of the company, since each must con- 
stantly be adapted to the most exact- 
ing demands of a changing industry. 

To achieve this end requires a thor- 
ough job—a job that 
shows the results that may be ob- 
tained with the many different prod- 
ucts—then clearly describes each step 


educational 


required to get the desired results. 
That presents a rather complicated 
job for advertising when you have 
scores of materials with a multitude 
of uses. Much of it is an editorial 
type of job, for improved products, 
detailed information on how to use 
older products more advantageously, 
factual data that contractors, archi- 
company 
salesmen—should know, is choice ma- 


tects, dealers —and even 
terial for the editorial pages of any 
magazine reaching these groups. 

That is why the obvious answer to 
the problem of advertising USG ma- 
terials to the building trade is ideally 
suited to the house organ treatment. 
And that is the job that “The USG 
Builder,” now appearing regularly in 
Practical Builder, strives to do. To 
make this educational job attractive 
to those for whom it was intended an: 
get a clear explanation of products and 
proper ways to use them, a pictorial 
technique was selected. 

Pictures are used to tell a step-by- 
step story in all cases. Sometimes these 
pictures are supplemented with draw- 





ings which technical readers readily 
understand. Each application story is 
carefully analyzed to break it down 
into a series of simple operations so 
that a quick study of these illustra- 
tions with brief captions, which give 
technical information such as the size 
and number of nails, the nail spac- 
ing, etc., complete the informative job. 
Having arrived at the logical way to 
do the job, the second question is how 
to get most effective distribution of 
this story to the various factors in- 
volved. A number of methods are 
possible, but the quickest and most 
effective way to get good distribution 
was to use an established mailing list. 
The best list of this character should 
be of the readers of a publication that 
specializes in the field in which these 
products are used. Practical Builder 
was selected as the magazine to use in 
the builder field because its editorial 
style was similar to that contemplated. 
Its readers obviously were primarily 
concerned with “how to do” informa- 
tion and it had a large circulation 
among this group. The page size was 
large, to give dramatic display when 
that was desirable. In view of these 
considerations, it was selected as the 
magazine through which to reach the 
prospects for USG materials. 
Another specialized job in  se'ling 
these building products is to inform 
architects on products and their uses. 
This job is somewhat more technical 
than the educational job with bu ild- 
ers, so a slightly different treat ent 
was selected for the house organ ‘ype 
of advertisement to reach these ‘ac- 
tors. To incorporate a certain ~¢Ws 
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interest with the products, the house 
organ was named “USG News Facts,” 
and editorial material was planned to 
combine current information about 
company products with pertinent de- 
velopments of the day. It is pub- 
lished regularly in Pencil Points. 

To merchandise ““The USG Builder” 
to dealers, a special offer was devel- 
oped. It was agreed to send reprints 
of this publication to the customers 
of any dealer, without cost to the 
dealer, if he would supply the names. 
The issue is mailed in a special wrap- 
per which reminds the reader that he 
receives it with the compliments of 
his local dealer and the United States 
Gypsum Company. Copies are also 
mailed to all dealers and to all com- 
pany salesmen. 

The results of this program have 
been excellent, based on various checks 
that the company has made. One of 
the tests that have indicated the power 
of “The USG Builder” is a poll con- 
ducted by Practical Builder among its 
readers each month, asking them which 
advertisements they find most helpful. 
Ever since the poll was started, some 
nine months ago, first place has been 
won “hands down” by “The USG 
Builders” in the issues in which it has 
appeared. Also important is the fact 
that each issue continues to pull a 
high percentage of the total vote. 

While emphasis is not placed on in- 
quiries, readership of the advertise- 
ment has been further confirmed by 
them. One three-line announcement 
of a piece of literature drew scores of 
requests. Other announcements like- 
wise have pulled heavily, although the 
strongest inducement offered is a free 
booklet or folder. 

A third publication, called “Red 
Topics,” is also issued by the company 
for plasterers, to tie in with the wide- 
ly known and advertised Red Top 
brand of plaster products. This pub- 
lication does a combined educational 
and promotional job—to inform plas- 
terers of improvements in materials 
and their most advantageous use—and 
to sive helpful promotional material 
that will assist them in selling the 
distinctive features of plaster as an in- 
terio: wall finish. Display advertising 
spac is used in regional trade papers 
‘0 s oport the industry and to mer- 
chan. se “Red Topics.” 


Tc provide dealers a way to de- 


velo heir farm market for products, 
4 far) magazine is made available to 
ther The dealer’s advertisement is 
impr:-ted on the back cover, and ref- 
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These two pages from the current issue of “The USG Builder” appearing in “Practical Builder" show 
how the large page size is utilized to tell a detailed product story and show the reader how to cor- 
rectly use the material to get desired results. The story is told mainly by pictures and in step-by-step 
fashion; sometimes line drawings supplement the photographs. Copies of the four-page house organ 


are sent to customers of any dealers who supply their names. Special wrappers remind the recipient that | 


it is sent with compliments of the dealer and the manufacturer. ‘The Builder” is printed on white stock 
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A more technical job is done in the architectural field for USG products using "USG News Facts” as an 
insert in “Pencil Points.” It usually consists of four pages and is printed on a bright yellow stock. 
The editorial material is planned to combine current information about the company's products with per- 
tinent developments of the day, as may be seen from the above pages detailing Canadian war housing | 


erence is made to it throughout the In addition to these three specialized 
publication, rather than to the United promotions page space is used in most 
States Gypsum Company. Articles of the national business magazines 
are widely diversified to appeal to all reaching users of USG products. 

members of the family. Much care The house organ type of advertising 
is taken to avoid a commercial tie-up was started by Marland Wolf, who 
with the Gypsum company. Mention was recently advanced to merchandise 
of the company products is incidental, manager of the company. It has been 
rather than making them an advertis- under the editorial direction of John 
ing type of feature. Maynard, present advertising manager. 
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Hou Westinghouse Built « Condensed 
Catalog for Distributors 









The cover of the Westinghouse “Distribution Apparatus Digest" carries no pictures of equipment so as not to limit in minds of the reader the contents of the catalog 
was selected from many submitted from the field. Page 2 of the book is an introduction which explains its function. The pictorial index page was designed to facilitz 


Essential data on seventeen classes of apparatus in 


650-page general catalog put in eighty-eight page book 


@ WESTINGHOUSE distributors 
have just mailed to their customers 
the first issue of a new eighty-eight- 
page catalog that is unique in its field. 
It presents condensed but essential 
buying data on seventeen classes of 
apparatus carefully selected from the 
broad Westinghouse line of distribu- 
tion equipment. The new catalog is 
called the “Distribution Apparatus 
Digest.” 

Such a catalog has been needed to 
simplify the selection and application 
of distribution apparatus for munici- 
pal utilities, Rural Electrification Ad- 
ministration codperatives, and indus- 
trials served by Westinghouse distrib- 
utors. 

The problem of condensing was 
complex in character when you con- 
sider that approximately 650 pages 
are required in the complete Westing- 


22 


By J. M. McKIBBIN 


Manager Promotion and Training, 
Westinghouse Electric & Mfg. Com- 
pany, East Pittsburgh, Pa. 


house price book to cover in detail 
the lines included in the new con- 
densed catalog. 

The first step was to decide what 
should go into the catalog. From 
the hundreds of Westinghouse product 
lines, what items should be listed for 
this market? What ratings should be 
given? What classes of information 
should be included on each product 
line? What is essential buying data 
for this part of the market? From 
the complete detailed technical data 
essential for large Central Station buy- 
ers, what information is non-essential 
and confusing to this group of buy- 
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ers? These were questions which had 
to be answered before the new cata- 
log could be intelligently created. 

Sales records over a period of years 
were studied. Responsible individuals 
in the sales departments of the vari- 
ous operating divisions were consulted. 
An advance field survey of both sales- 
men and customers was made to check 
further as to what products, ratings, 
and kinds of information should be 
included. Based on these findings, an 
eighty-eight-page dummy was devel- 
oped and then another check in the 
field was made to make certain that 
the catalog would fit the needs of <is- 
tributor salesmen and the markets 
they serve. 

Even the name for this cataiog 
came from the field. Suggestions \ 
sent in from all districts. Cons! 
able emphasis was placed on get' 8 


o 


La 

























50 and 4 
ited to | 
to give 








Se 









si a : = ~ 


Westinghouse Feeder Voltage Beevters Offer: 
© SORE PROTECTOR we mee em ee! Tee pope © SFT RES FETE CURT MO Rey ms ne 
oo . “ panes wate pte) mee 3m 





RURAL wronrees comen cee HO Ee) 


‘ ee —— - 
P< o4 . 


1G we 
iL - Mm ree 
ily punt be fe 





STEP © SURGE FROTHETER © FOLTAOE CONTERLIE® © Sereeee Free 
o1 7s RANGER [HORS FOR POLE MOUNT INE THFE Re 





< = 


RESIDENTIAL O8 URBAN wor'nes nance bo ey to any an wours 
ir : ry 
see ours 


% 





Seidie wrchrcartanan = cheaed valentin & einake 0 nvedibenaeal 
a cgororrep  caatuns wopremsey © wweseey 





WDUSTONAL womens camer) er HO PEED 











d of pages 4 and 5 illustrates the common methods for connecting individual items into a complete distribution system and their proper relations to one anothe 
also shows the completeness of Westinghouse equipment for distribution systems and has educational value. Product sections, as illustrated by pages 40 and 4 
important Westinghouse features and developments, application information, ordering information, price listings, and dimensions. Cross referenced to general catalog) 
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a name that would be both descrip- 
tive and easy to remember. Finally 
the name “Distribution Apparatus Di- 
gest” submitted from Boston, was se- 
lected. The illustration shows how 
the cover appears in finished form. 
All pictures of specific equipment 
were deliberately eliminated from the 
cover drawing so that the contents of 
the catalog would not be limited in 
the mind of anyone casually glancing 
at the cover. 


Since the catalog was to be distrib- 
uted entirely by mail, it was neces- 
sary to evolve a title page that would 
introduce it to the recipient. The 
first illustration shows how this was 
done. The principal message this page 
conveys is spotted by the three head- 
ings and small line sketches, empha- 
sizing how the Digest helps the buyer. 


The Distribution Apparatus Digest 
gives list prices throughout. An es- 
timating discount sheet, bound be- 
tween pages 2 and 3, enables the buyer 
to figure closely the final net price of 
any given product. The distributor 
salesman is further equipped with a 
Discount Guide Sheet, kept up-to-date 


at all times, enabling him to quote 
final net prices. 

The index page is pictorial and was 
designed for maximum ease of iden- 
tification and finding. 

On pages 4 and § (see illustration) 
a typical electrical distribution system 
is shown in diagram form. It illus- 
trates common methods for connect- 
ing individual items into a complete 
system and shows their proper relation 
to one another. This diagram not 
only shows the completeness of West- 
inghouse equipment for distribution 
systems, but also has considerable ed- 
ucational value in that it gives a quick 
picture of how a distribution system 
functions. 


Individual product sections range 
from two to twelve pages in length, 
depending upon the amount of infor- 
mation required. But all follow the 
same basic outline shown in the spread 
on feeder-voltage boosters illustrated 
as pages 40 and 41. 

On each product the following in- 
formation is given: 

(a) Important Westinghouse 
features and developments 


(b) Application information 
(c) Ordering information 
(d) Price listings 

(e) Dimensions 

Also, occasionally, as in the case of 
boosters, it was found desirable to il- 
lustrate larger ratings available from 
Westinghouse but not priced in the 
catalog. In all cases cross references 
indicate the section in the big West- 
inghouse price book giving complete 
information. 

From a production standpoint, one 
of the major problems was the pres- 
entation of dimension information 
with a standard treatment that would 
show the same weight of line, same 
size and style of type, etc., on all de- 
tail drawings. Because of the variety 
of source material it was necessary to 
re-draw many drawings and to set 
new type that would reduce to one 
uniform scale. 

Certain lines of apparatus, such as 
meters and instruments, call for the 
development of a method to make 
it easier for the buyer to see at a 
glance what the complete Westing- 

(Continued on Page 96) 








and 5! carry a selection chart which enables the buyer to see at a glance what the complete line of Westinghouse instruments includes and what particular item i 
ited to his needs. Items not included in the condensed catalog are cross indexed to the general catalog. Pages 78 and 79 show how the subject of street lighting i 
te give in concise form the maximum amount of usable information on the types of equipment most commonly employed from which equipment may be selectec 
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How the Kidde trade marks look after the quick change from the trade name LUX 


nadually or Overnight? 


Finding no good rules, Kidde changes name of equip- 
ment from LUX to Kidde without formal announcement 


@ THE MAIN FACTS of this rather 
simple story are that we saw an oppor- 
tunity to change the trade name of 
the company’s chief product, and we 
did so. However, the process by 
which this decision was reached may 
typify the dilemma facing other mar- 
keters of industrial products. 

Quite a few years ago, Walter Kid- 
de & Co., Inc., purchased from a Swe- 
dish organization, the rights to a pat- 
ent embracing the use of carbon di- 
oxide gas as a fire extinguishing agent. 
This foreign company had a rather 
terrifying looking name which may 
gently be translated as “The Swedish 
LUX Company.” The Electro-LUX 
Refrigerator and the Electro-LUX 
Vacuum Cleaner, made by this firm, 
are well known in American markets. 
When we bought the patent, we 
bought the name, too, and nothing 
was more natural than to call the 
original extinguishing system by the 
name of LUX. 

It is a pretty good name. It has 
been ours for over a generation. 

About 1927, however, Lever Broth- 
ers made LUX a household word by 
naming a soap after it, and it wasn’t 
long before it sounded rather peculiar 
to call a hard-boiled fire extinguisher 
by the same name women were taught 
to use at their favorite toilet goods 
counter, if they wanted to look like 
Myrna Loy. 

After putting up with this for a 
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By C. E. GISCHEL 


Advertising Manager, Walter Kidde 
& Co., Inc., New York 


number of years, the management 
committee of the Kidde company de- 
cided that the name LUX should 
gradually be dropped and the name 
Kidde substituted. It was the feeling 
of this committee that Kidde is a par- 
ticularly good name. For one thing, 
we don’t know of any other manufac- 
turer of an industrial specialty who 
shares this name with us. Thus, it is 
unique. In the second place, certain 
other products of our company, which 
are not concerned with fire ex- 
tinguishing, carried the Kidde name. 
There was the Kidde Life Raft, Kid- 
de Flotation Gear, Kidde Oxygen 
Cylinders. We wanted to join the 
fire fighting products with these, un- 
der a single trade name. 

Finally—and most important—we 
like the name Kidde because it is an 
odd name, one which once remembered 
is dificult to forget. It does not dis- 
turb us the least bit that, whereas the 
correct pronunciation is “Kidd-uh,” 
we constantly run into such pro- 
nunciations as “Kidd-ee,” and “Kid.” 
We don’t mind their mispronouncing 
it, as long as folks remember it. 

A definite plan for the name-change 


It declared that, 


when any new or improved ex- 


was decided upon. 
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tingisher models were introduced, the 
new product was to be known as Kid- 
de-LUX. When the second improve- 
ment was made, the extinguisher 
would be called just plain Kidde. This 
decision was reached in 1939. 

In that year, we introduced new 
trigger-control models of our second 
and four pound extinguishers and 
these were promptly christened Kidde- 
LUX. Fortunately, or unfortunately, 
no design changes were found neces- 
sary in other extinguishers in the com- 
pany’s line, and we were not making 
much progress in the transition of the 
trade mark change when the year 
1942 rolled around. We had two Kid- 
de-LUX models; all others were LUX, 
with no Kidde. 

At this time, our advertising agency, 
knowing of our expressed intention 
to change the name eventually, went 
all-out in a campaign to sell us on the 
idea of making an immediate change. 
They offered several arguments in sup- 
port of their contention. One was that 
it was obvious that the plan which 
we had adopted would not enable the 
company to introduce a new trade 
mark until after the War was o 
This would mean that many months 
would elapse during which we were 


% 


publicizing a trade mark which 
eventually intended to discard. M 
than that, the War was resulting 
quickening of interest in fire pro 


% 


~ 


tion and in the company’s prodt 
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ds show how the change in trade name of LUX for Walter Kidde & Company's fire extinguishers was effected. At the left are two successive pages for the industrial 
which the switch was made without a transitionary stage, while at the right is a series of pages from aviation publications where the change was made in two steps: 
name Kidde was strengthened in the signature, then the word LUX was dropped entirely from copy and trade mark; T. J. Maloney, Inc., New York, is agency in charge 


This meant, quite simply, that our in- 
dustrial markets were broadening to 
The 


argued that it would be well to take 


a tremendous extent. agency 
advantage of this fortunate circum- 
stance and to deliver the mew trade 
mark to this expanded market and 
give the new name the widest possible 
currency. 

An- 
other consideration was the fact that 


These facts were recognized. 


publicity releases, with few exceptions, 
were in the name of Kidde, and made 
no mention of LUX. The management 
considered all of the factors and then 
1. decided to investigate the action of 
a other companies faced with this same 
problem, 

We soon discovered there is no “best 
way” to handle this transition from 
one name to another. We also learned 
that it is impossible to find out much 
about the 
against another. 


value of one name as 
The whole question 
seems to be up in the air, surrounded 
by nebulae of personal opinions, psy- 
chological theories, and a certain 
amount of mild prejudice. 

noticed that many companies 
, hel. contests to decide their new name, 
anc we could find no evidence to sup- 
por. the contention that these con- 
test: did any good. We were reminded 
. ot famous occasion when Eveready 
flas! ight held a gigantic and expensive 
Prize contest in which the first award 
was won by the name “Day-Lo.” A 
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few months later they were back using 
“Eveready” again. We read of the case 
of an upholstery fabric manufacturer 
who went to the trouble of surveying 
recognition of his 
He discovered that the buying 


public product 
name. 
public had a splendid recognition of 
the trade name—and so the company 


went ahead and changed it anyway! 

We found also that the public often 
names a product, preferring to call it 
by a cognomen entirely different from 
the one publicized by the manufac- 
turer. 

Part of our problem was to ascer- 
tain whether there would be any harm 
in an abrupt name-change, or whether 
we should try to ease the public from 
one step to another. Here again we 
found delightful Some 
companies preferred the gradual meth- 
od. Other companies decided to 
change, ran one ad announcing this, 
and swung immediately into the new 
Other manufacturers did not 


confusion. 


name. 
even bother to announce the change. 

That, eventually, is what we de- 
cided to do. We made our recommen- 
dation to the board of directors—that 
all Walter Kidde & Co. products be 
henceforth known as “Kidde.” We 
had our approval in less than one 
month, which we understand is some- 
thing of a speed record! Just to keep 
the facts straight, it should be men- 
tioned that the first product sold by 
the Kidde organization was the Rich 





—® 





Kidde 


W alter Kidde & Company inc 
O25 West St. Bicomfiela NJ 


idde 


Smoke used on 
cargo ships. This name we kept, be- 
cause it happens to be familiar to ship 


operators all over the world. Probably 


Detecting Cabinet, 


there are some sentimental reasons, as 
well, for retaining our first trade name 
in this instance. 

Once the decision was made, the 
change was ordered immediately. We 
prepared new trade marks which were 
immediately inserted in all the ads 
then “in the We 
attempt at all to “time” the appear- 
ance of the new trade name. If we 
had waited until all of the trade mark 
plates on our extinguishers were cor- 
verted from LUX to Kidde, we fig- 
ured that unpredictable delays would 
be involved. Not only that, but on 
some models we knew there would be 
a small supply of name plates in stock, 
which meant they would promptly 
enjoy the benefits of the new name, 
whereas with other units, the change- 
over might not occur for some time. 
In our business there is a great variety 
and number of models, sizes, and de- 
signs, and the matter of changing dies 
is a very important one. There were dies 
for plastics, dies for sheet metal stamp- 
ing, dies for forgings and a great va- 
riety of sizes in all of these. Two facts 
were kept clearly in mind in making 
the changeover. The first one was 
that we would not attempt to change 
all dies simultaneously as this would 


(Continued on Page 94) 


works.” made no 








Walter Kidde & Company inc 
TRY West &.. Bocmtield 6 J 




























Functions of the Employe Publication 


in Wartime 





A smartly edited house organ for employes can serve 
in many needed capacities to increase war production 


@ COWED by the Wagner Act, em- 
ployers have remained too long si- 


lent. A recent decision of the Su- 
preme Court holds that this Act 
abridges constitutionally guaranteed 


freedom of speech only insofar as 
questions of union affiliation are con- 
cerned. Otherwise, the employer still 
retains the right of self-expression. 
Today that right is a duty. Those 
who command factories are obliged to 
use every means at hand for increas- 
ing production, not the least of which 
is the power 


through the written word. 


of ideas imparted 

It is for this reason that a vig- 
orous employe publication can well 
be made a production tool in any fac- 
tory large enough to prohibit fre- 
quent and intimate exchange of ideas 
personally between employer and em- 
ploye. Today the 
needed not only because of the ur- 
gent demand for increased produc- 
tion, but also because of the influx 
of green workers who must be ad- 


house organ is 


justed to new conditions, educated to 
matters of 
trained for higher skills. 


company policy, and 

The nomenclature “house organ” 
hardly does justice to the possible 
power or importance of this tool of 
production, for that label is so often 
associated with little more than a mild 
gossip sheet devoted to announce- 
ments of accident cam- 
paigns and company baseball scores. 
These may, and do, have a rightful 
part in the program, but only because 


marriages, 
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By LUIS GIBSON 
Geo. H. Gibson Company, New York 


of their contribution to more serious 
ends. 

Nor should the house organ be con- 
fined solely to the temporary fervor 
of “victory” drives—important and 
justified as they are. A well direct- 
ed house organ can contribute still 
more toward production efficiency. 
But, do not misinterpret this remark 
—victory drives are here touched 
upon only briefly because they have 
received much attention in preceding 
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WE'LL FIGHT TO KEEP IT THERE! 
Johns-Manville Men 
and Women Everywhere 


Are Doing Their Share 


The back cover of “Johns-Manville News Pic- 
torial" was used for a poster which could 
be torn out and posted wherever desired 
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INDUSTRIAL MARKETING articles. 
Even so, please look at the illustra- 
tion showing the cover from an issue 
of the “Johns-Manville News Picto- 
rial.” It is perforated for detach- 
ment and use as a wall poster. 

Let us further consider today’s cry 
for: 


Increased Production 


To the economist never influenced 
by a labor demagogue nor excusably 
prejudiced for having been laid off at 
the slightest decrease in demand, it 
may seem obvious that employer and 
employe are engaged in a codperative 
effort in which the fortunes of both 
rise or fall together. It is only since 
the demands of war have brought 
the necessity of increased production 
into sharp focus that all agree that 
employer and employe must work to- 
gether for maximum output. Today 
they must do so in order to win. 
Tomorrow they should do so in order 
to secure maximum earnings for divi- 
sion among themselves; while, at the 
same time, producing the greatest 
value for consumers. 

Even today, over-zealous cracking 
of the whip by management is apt to 
be construed as a “speed-up” in the 
interest of profit under the guise of 
patriotism—unless the reasons are | 
tifiable and properly explained. 

Is it not, therefore, better to show 
or explain the need for increased p 
duction than to rely upon unsupp< 
ed exhortation? For example, Ben's 









ce 








rothers Bag Company, St. Louis, 
tells the story vividly in pictures, 
showing side by side photographs of 
their products: first, on the factory 
production line and, second, on the 
Army’s firing line. The point is ob- 
vious at a glance. (See illustra- 
tion. ) 

Explanation of the part played by 
the product, preferably in the forms 
of articles by unbiased, outside of- 
ficials of the Army, Navy, or Gov- 
ernment, serve a_ similar purpose. 
There’s no doubt but that men al- 
ways work more willingly when they 
realize the importance of their efforts. 

The rivalry of competition is an- 
other stimulus to effort. As WPB 
Chief Donald Nelson has said: “We 
Americans love competition — the 
matching of wit and skill in sports 
and trades.” But competition falls 
short if not publicized and drama- 
tized, as can be done so well in the 
house organ. There can be compe- 
tition between departments, between 
outputs and quotas, or between pro- 
duction and that old Devil, Hitler 
himself. 


Efficiency Suggestions 

A pat on the back may do more 
to stimulate time saving and cost 
saving suggestions than a dollar in the 
pocket—both of which are well de- 
served by the men who suggest better 
methods. The pat on the back in the 
house organ also serves the double 
purpose of setting a good example for 
other workers to follow, as in the ac- 
companying illustration in a _ page 


from the “Thermoid News,” pub- 





Iu 
Pesce: of “Bemistory" show workers of Bemis 
Bac ompany how the unwarlike product 
vake serves a vital function on the front 


tions on the front cover and inside 


the: 
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‘ WAR ON WASTE 





Employes respond to any worthy program if they understand the reasons for it. The employe 
publication enables management to present such matters in sufficient detail and interest to 
gain cooperation. Here is how C. V. Hill & Co., Inc., made an appeal for waste saving 


lished by the Thermoid Rubber Com- 
pany, Trenton, N. J. 


But, the employe publication need 
not stop here-~it can actually suggest 
problems in need of solution. For 
instance, consider illustration of the 
article on ‘““Waste Saving,” taken from 
the “Hill Factory News,” published 
by C. V. Hill & Co., Inc., Trenton, 
N. J. This article points out the 
need for waste saving, presents praise- 
worthy examples, suggests specific 
ways for effecting additional savings, 
and asks for further ideas. It is but 
one of a series; subsequent articles 
are planned to suggest and encourage 
definite savings of: waste man hours, 
waste machine time, waste floor space, 
waste power, and others—as definitely, 
specifically, and pointedly as _possi- 
ble. 

While speaking about efficiency, 
let’s consider the physical conditions 
necessary for efficient work—light, 
air, orderliness, sanitation, quiet, com- 
fort and others. Although plant su- 
pervision lies primarily within the 
jurisdiction of the management, the 
employe, due to his close contact, 
may be able to offer helpful sugges- 
tions, and he should be invited to do 
so; whereas, if not invited, he may 
hesitate to criticize for fear of of- 
fending his superiors. And, inciden- 
tally, open solicitation of such criti- 
cism averts behind-the-back criticism, 
at the same time showing that the 
company is concerned about the wel- 
fare and comfort of its employes. The 
spirit thus fostered is one of mutual 
coéoperation, in sharp contrast to 





that implied by the very name of the 
“Grievance Committee,” set up un- 
der union procedure to adjust causes 
of dissatisfaction over working con- 
ditions. 
Training Workers 

In times of peace or war industrial 
efficiency demands that wages and 
promotion be awarded upon merit 
rather than seniority alone, and work- 
ers like to feel that success is within 
reach of their ability and effort. The 
house organ can lend encouragement 
to that praiseworthy and _ salutary 
ideal. Today the need and the op- 
portunity are both particularly evi- 
dent. Skilled help is scarce, new men 

(Continued on Page 66) 


SENEFICRAL FLECTS OrneeRs: RAY MOUNT, PRODUCTION, WINS $50.00 Award 
MLMGLESHIP ORWE PLANNED FOR MOST VALUABLE SUGGESTION OF YEAR 





Publicizing achievement by employes is one 
valuable use of employe publications. Here 
is how Thermoid Rubber Company does it 
in "“Thermoid News.” Seventeen other win- 
ners in the contest were shown on page 2 
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hogeg A Pie 
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@ AS THOSE 


“Bottleneck!” may have indicated, the 


agonized yelps of 
American machine tool industry was 
among the first to feel the impact of 
this 


war. Long before Pearl Harbor 


—even before Dunkerque—’way back 
bad 


company 


Ww hen it was almost in taste to 


admit that one’s was pro- 
ducing things which would work to 
the ultimate discomfort of ex-paper- 
Adolf—Pratt & Whitney, 


among others, was feverishly produc- 


hanger 


ing in an all-out effort to tool up the 
factories of America for war goods 
manufacture. 

For we're machine tool—small tool 
—and gage makers “Accuracy 
we like to think—and 


the 


Headquarters” 


have been in the war from be- 


ginning. So we've had to exercise our 
own censorship for quite some time. 
Back in 1940, when you fellows were 
boldly brand of 


how your 


proving 
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rankcases that are alsut 


right out of the chy. The 


reW 


ated fast muster 


cutting tants 


Jim Reamer” + rira cuts per grim! 


cnet out * The photo? No stand 
{100,000 wx 


Two of Pratt & Whitney's new series of bleed pages featured by dramatic “Frozen Action” photos taken at 1/!00,000 second with equip- 
ment devised by the advertising department. Note the cutting fluid and the chips stopped in action. The copy is designed to build confi- 
dence in P&W tools, but tell nothing to aid the enemy, most of it closing with the line: "Don't spare the pressure. Your P&W tools can take it” 


‘Grozen Action’ Photos Gain Attention 
for P&W in Lieu of Case Studies 


By E. C. SHULTZ 


Advertising Manager, Pratt & Whit- 
ney, Niles - Bement - Pond 
Company, West Hartford, Conn. 


Division 


stuff increased some plant’s production 
and so—with ll and 
figures fully flaunted—aided and 
cheered on by The Copy Chasers—we 


thus names 


were hush-hushing most of our potent 
case histories, and only guardedly ad- 
that a P&W 


Keller machine had been of some help 


mitting for instance 
in preparing dies for what we called 
“water bottles” actually canteens 
for British soldiers. 

Because this problem now facing 
all industrial advertisers is something 
Pratt & Whitney had to anticipate 
long ago, we were rather well pre- 
pared for it. Unable to talk names, 


places, feeds, speeds, production facts 
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and figures, we needed a powerful 


“ersatz” alternative. From “Tell-All” 
we were reduced to a virtual tell- 
nothing. 


Now, machine tools and small tools 
and gages can be a fascinating subject 
when you’re free to discuss them 
openly. Especially the Pratt & Whit- 
ney kind. Simply recounting the in- 
finite ramifications of our service to 
industry could run to the length and 
reader interest of “Gone with the 
Wind.” There is scarcely a consume! 
product—metal, wood, plastic, rubb 
animal, vegetable, or mineral— 
which Pratt & Whitney accuracy d 
not play a part. 

The same thing holds for the go 
of war, and therein lies the rub. | 
as well you know, the War Depa 
ment now frowns heavily upon p' 
lic discussion of who buys what 2 
from whom, and how it’s used. 


1 
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sifting such a mass of assorted facts, 
the intelligence boys of Schickelgruber 
and Tojo could piece together too 
good a picture of the American pro- 
duction machine, and would know 
where bombs or sabotage would be 
most effective. 

We don’t want to give aid or com- 
fort to the enemy. But we do want 
to impress America’s metal working 
men with the quality and value of 
Pratt & Whitney products. And we 
want to assist the nation’s war effort. 
through our advertising as well as 
through our production, in every pos- 
sible way. 

Our story is simple. We make many 
varieties of basic tool room machines. 
We make cutters for almost every 
type of machine tool. And we make 
precision gages to measure the dimen- 
sions of almost anything and every- 
thing. What’s more, in the fury of 
wartime production, it has been estab- 
lished that these products will stand 
up and deliver under conditions metal 
working men would have considered 
entirely too severe only a year or two 
ago. We can boost war production 
by convincing our customers that 
they can safely turn on the heat 
work P&W tools overtime, hard. 

Then, looking at the P&W = adver- 
tising problem in terms of what will 
interest readers in the absence of case 
history data, we chose “Frozen- 
Action” photos . “blitz-shots” as 
they’re familiarly known in our office. 

Nobody, we believe, had ever seen 
the chips in the act of separating 
themselves from a piece of metal. Not, 
at least, in a high speed operation. 
Like the magician’s hand, the process 
is quicker than the eye. Such photos, 
we reasoned, would have high stop- 
ping-power in the pages of the indus- 
trial press. 


But the kind of photographic equip- 


ment necessary for this job could not 
be bought. The available commercial 
I 100 second exposure wouldn’t do 
it | enough to serve our purpose. 
So developed our own high speed 
equipment. 

( ourse high speed photography 
's the particular bailiwick of Prof. 


Ed n (Mass. Inst. of Tech.), and 
to him belong all the laurels. We only 


desi | 


1 a gadget on his principle that 
wou ise two tubes with a powerful 
kich light timed at 1/100,000 sec. 
We hronized this flash electrically 
in t middle of a 1/50 sec. shutter 
our regular Speed Graphic 
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camera. Our equipment plugs into 
any light socket of 110 volts A.C. 
It weighs over 200 Ibs. so we put it on 
a small wagon (with rubber tires 
bought before the present unpleasant- 
ness) that is handy to handle. There 
is a place for everything we need, and 
the lights either stay on the wagon 
for closeups or can be moved through 
a radius of ten feet as required. They 
are adjustable vertically and have 
flexible mounts and swivels which we 


need to get good lighting adjustments. 


A word of warning to anyone mak- 


ing his own. This job operates on 110 
volts, but a transformer steps it up 
to 2,000 volts 
man-killer unless controlled. Our 


enough to be a 


equipment has that 2,000 volts so 
buried that you can’t get hit no mat- 
ter what crazy stunt is pulled. Even 
taking out the screws to open the 
cover releases switches that shut off 
the power and ground everything. 
And a word to the boys who think 
flash bulbs will be off the market soon, 
putting indoor photos under wraps 
(Continued on Page 102) 





These two views show Edwin C. Shultz, advertising manager, left, and P. E. Burt, Pratt & 
Whitney official photographer, taking a photograph with the “Frozen Action’ camera and 
equipment, and (below) photograph taken. Note how coolant has been stopped in action 






























YAN DORN ELECTRIC TOOLS 
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YUnder Wartime Restrictions 


Technique of advertising art and copywriting has been 


improved to get better value out of rationed space 


@ EXAMINATION of more than 
five hundred industrial advertisements 
—as distinct from consumer appeals— 
published in British trade journals dur- 
ing February and March last, shows 
that fewer than ten per cent men- 
tioned the war. Only a very much 
smaller proportion can fairly be de- 
scribed as purely prestige advertising. 
More than ninety per cent of these 
$00 are 


ments outlining facts and claims in 


straightforward announce- 
a brief, attractive manner with the 
object of preparing the way for im- 
mediate direct sales. 

These facts are astonishing in view 
of the tremendous turnover of British 
industry from private enterprise to 
direct war work, with a few permitted 
exceptions of factories producing for 
export in order to create sterling hold- 
ings to pay for the vast quantities of 
imports Britain needs to purchase from 
Here are a few 


neutral countries. 


facts which indicate something of 


the restrictive conditions under which 
British industry is working today. 
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By JOHN L. YOUNG 


London Correspondent 


On May 15, 1941, the Board of 
Trade Control of Factory and Storage 
Premises began operations on basic 
information obtained by returns cov- 
ering some 40,000 factories and stor- 
age premises. Since that date the Con- 
trol has allocated nearly 50,000,000 
square feet of space, one-third being 
for production and two-thirds for 
storage. 


Industry Controlled Throughout 


Practically every source of ma- 
terial supply now, as summarized in 
a London Times article, demands refer- 
ence to government control; licenses 
have to be obtained before contracts 
can be placed with suppliers; delivery 
is subject to government interference. 
Imports and exports are drastically 
controlled; during 1941 the Board of 
Trade issued 90,000 import licenses. 


Competing factories have been tele- 
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scoped, joining forces to prevent over- 
lapping and waste of machinery and 
manpower. Hundreds of factories have 
been switched from peace to war- 
work: for instance, torpedoes are be- 
ing made in what was formerly a boot 
and shoe factory; a hairpin works is 
producing aero-engine parts; a weav- 
ing factory is now a replica of a 
Devonport Dockyard naval store. 

More than half the national re- 
sources are being used in the war effort 
and for carrying on the enormously 
expanded business of government. In- 
dustry is restricted, controlled, and 
expanded according to national needs, 
and is transformed and directed from 
the initial supply of raw materials to 
production and delivery of the fin- 
ished goods. 

Yet the March issue of Times Trade 
and Engineering, typical industrial 
monthly, carried advertisements from 
some 200 industrial advertisers, | 
tically all seeking to stimulate direct 
sales for their manufacture. 
is only a single example. 
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Three Reasons for Advertising 

The secret lies mainly in the un- 
deniable fact that Britain could not 
be as it has been, transformed into a 
vast industrial arsenal without creat- 
ing an enormous demand for tools, 
machinery, building materials and 
transport vehicles. 

Secondly, managements in those in- 
dustries which, to some extent, still 
may be termed “private,” are having 
to exercise utmost economy in buy- 
ing, and find they need a far deeper 
knowledge than formerly of the best 
markets in which to purchase. 

Thirdly, British names and British 
goods must maintain Britain’s indus- 
trial prestige abroad, and keep up 
those of her exports which are not 
affected by the Lend-Lease agreement. 

Wartime industrial advertising pro- 
duces some copy which would be con- 
sidered curious in the days of peace. 
K. L. G. Plugs, for example, openly 
advertise ‘Finish has Deteriorated.” 
But they add that “Reliability is Un- 
impaired” and “Development has Ac- 
celerated,” stating further that after 
the war “Finish will be Restored.” 

\gain, Fry’s Metal Foundries ad- 
vertise: ““The need for conserving tin 
is imperative and urgent Fry’s 
have produced a solder which contains 
oniy 5% tin with other ingredients 
to improve the fluidity and strength, 
(it) has been thoroughly tested 


in the laboratory and it has been well 
triec in industrial conditions but 
(ecicor’s italics) there is no time to 
fest i! in manifold ways before we put 
it the market. You can help by 
test it in your own work.” 

Two very different appeals from 
the »ormal peacetime type, such as 
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nability to fufil their requirements 
with us, we trust we may have our Customers 
forbearance—and in happier times to come 


the resumption of their valued patronage 


please remember Parsons 








“perfect finish” and “tested in every 
? 


possible way! 
Little Direct War Tie-Up 


The only specimen of absolutely 
direct war advertising in the 500 ex- 
amples is that of the British Reinforced 
Concrete Engineering Company, 
which simply states: “It is now proved 
that if all buildings were of rein- 
forced concrete aerial attack would 
not be worth while.” 


One outstanding example of “name” 
advertising coupled with direct as- 
sistance to the war effort is this: “To 
all our fellow-workers in Britain; 
Absence makes the war last longer— 
we've got to work to win. Issued in 
the interests of the national war effort 
by the War Works Production Com- 
mittee of the Hercules Cycle and 
Motor Company.” 

Another firm, George Ellison of 
Birmingham, simply pictures a typi- 
cal, sturdy, self-reliant British work- 
ing man, with a quotation from one of 
the Premier’s speeches: “...our tra- 
ditional unrelenting tenacity...” 

Many firms adopt an economy ap- 
peal. For instance, Dunlop Tyres 
appeal “Drive Slowly,” showing a 
graph indicating rubber wastage due 
to high speed. Others concentrate, as 
in peacetime, on wastage-saving claims 


for their products. 
“No Supplies Available Now” 


Some are advertising to keep their 
name in front of overseas customers, 
though emphasising that at the mo- 
ment they cannot export. Many insist 
(like Fowler-Saunders engines) that 
they can offer early delivery only for 
jobs of national importance; others 


but unfortunately not for expert 


chains and electrically welded steel chain Under the crcemstances, 
therefore, we feel sure owr Overseas Customers will understand our 


So until more normal cimes are 


PARSONS 


CHAINS 
















PARSONS CHAIN CO LTO STOURPORT ON SEVERN WORCE, ENGLAND 
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admit they cannot supply at all—for 
instance: “Sisalkraft is helping British 
industries, government departments 
are using all available supplies 
after the war you, too, will be 
able to use Sisalkraft.” 

One reflection of wartime condi- 
tions is an advertisement series by Van 
Dorn picturing a girl grinding a tool 
and emphasising that their tools are 
ideal for women workers. 


Some advertisers are using general- 
ized copy. Imperial Chemical Indus- 
tries are running a series, ‘Aspects 
of an Industry,” of which one for 
instance pictures Vulcan’s forge, copy 
leading from a note about the Greek 
“blacksmith” god to modern scien- 
tific improvement on metals. United 
Steel Companies run “Seven Pillars of 
Progress,” emphasising the work of 
their central research department. 
Philips Lamps open with “We are 
striking now to forge the weapons of 
victory at ever-increasing speed. 
Weapons as modern as the methods 
now used to make them. The slow, 
deliberate art of the armorer and 
blacksmith pictured has given 
place to the speed of the electric 
welder leading to their own 
name. 


Direct Factual Appeal 


But the vast majority of industrial 
advertising is direct, factual, specific. 
Very few firms are using the war 
simply to publicize themselves; most 
of them advertise individual products 
and outline the facts of their per- 
formance. 

Survey of these displays does not 
suggest that the technique of adver- 

(Continued on Page 86) 
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@® NO LONGER is it practical or 
patriotic to casually dash miles off car 
tires to see a Customer or search out a 
priority-favored prospect—if a 3-cent 
stamp will do the job. 

Even salesmen long wedded to the 
‘em to 


that you've 


sell "em will soon learn it is possible 


belief got to see 
to pack a real convincing punch in a 
well-worded, neatly typed letter. 
Under force of necessity they'll find 
that Uncle Sam’s mails travel quickly, 
command attention, and enjoy a high 
batting average as silent salesmen. 
Yes, the 


learn more and more about 


salesman-correspondent 
the 


power of a letter as he plays an in- 


will 


maintaining 
Naturally, 


creasingly vital role in 
the good will of his house. 
he will continue to be a salesman by 
keeping industry informed on ways 
and means his company can assist in 
speeding the wheels of victory produc- 
tion around a baffled Axis. 

The road salesman now shackled to 
a desk because of 
needs is particularly well suited to the 
correspondent’s job. He knows his 
company’s products from the practical 
viewpoint. He knows, too, how they 
fit into the needs of customers and 
Because he has met indus- 


tire conservation 


prospects. 
trial buyers, shop foremen and super- 
intendents he need waste no 
learning how they think and how they 
speak. He has already absorbed all 
these requirements of a good corre- 
Now all that is necessary 


time 


spondent. 
is for him to speak on paper the words 
that swayed prospects and sold goods 
for him on the road. 

Oddly enough, this seemingly sim- 
ple transfer of thoughts may be the 
salesman’s greatest difficulty—to be as 
natural and direct in a letter as was 
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By CHARLES P. FITZ PATRICK 
Advertising, Philadelphia 


his custom during personal contacts. 

Like motion picture stars who be- 
come startled during personal appear- 
ances, and daring explorers who suffer 
“mike fright,” men normally fluent 
talkers in the field of selling become 
they attempt to 


tongue-tied when 


dictate a letter. 

Generally, the fault lies in the fact 
that they dwell on the idea that a let- 
ter must follow certain set rules. In- 
stead of being perfectly natural they 
crowd their sentences with stiff phrases 





A few simple suggestions on how salesmen may conserve 
time and rubber by becoming natural letter writers 


More Letters Will Save More Tires 


that they have absorbed from stilted 
letters read in the past. 

It’s naturalness and a free flow of 
words that make a letter ring with 
sincerity and interest and quickly get 
attention and action. 

Instead of “dictating” and stiffen- 
ing himself up as for an ordeal, the 
salesman-correspondent will do well to 
relax, lean back in his chair, close his 
eyes and just talk out loud to the man 
to whom he is writing. What differ- 
ence does it make if the stenographer 
taking the letter does think you have 
suddenly gone balmy? If she 
to start thinking of her boy friend in 
camp she, too, would close her eyes so 


were 
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This diagram supplied by Mr. Fitz Patrick, shows how a twenty-five per cent saving may be 
made in letterhead cost by adopting the Monarch size which is large enough for *he 
average letter of 200 words. Small envelope enclosures may be made of the 2x7-in. fim 
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veer ir. illiass: 
Leaving «11 preliminaries aside, this letter 
swings is wiiately inte its subject matter - 
just as woula be the case should the writer 
geet the one addressed personally, 


To edd some distinction to the letter layout 

the body of the letter is positioned five sjaces 
to the right...resulting im « pleasing ciagonel 
layout for the letter «5s « whole. 


The sualler industrial organization with relative- 
ly few prospects or customers will find this in- 
teresting layout will give « personal flevor to 
its correspondence. Amd the ceperture from the 
sore standara forms of arrangement will add eye- 
appeal and tend to increase readsbility. 


This distinctive, sodern letter-layout has an 
extra sdvanta,e in shortening typing tine by 
blocking ell paregre;hs. Once the margins are 


set pro,erly am her typewriter the stenographer 
bes only « straight production job with no tine 
lost inventing the first line of each paragra;h. 


Te get the "feel" of this layout op your om 
letterhead, instruct « stenographer to type one 
or sore letters following tois arrangesent. 


A change now and them is good for «ll of us - and 


for our lette.s, too. 
Tours v . 
‘ 
eyf/R. iller 





TOUR 





LetTekieau 





Way 18, 1942 


Dear Mr. ‘illiams: 


The possible filing difficulty that my be 
epcountered with letter "A" in larger companies 
is overcome through this letter lx«yout. 


As you will notice, the ful.y name ro conpeny 
of the one aduressed is placed «et the lower left 
in line with the selutation. ‘There is « decided 
edvantage in placiny this information ct the 
bottom instead of tre to, in that it facilitates 
loceting the file copy when the copy becomes « 
part of « bulky file festenes et the top with 
clips or staples. 


The precticsl benefits in no wey detrect from ‘he 
neat, readable 4;,eerance of the letter, 


In adopting this siyle letter liyout, some steno- 
eTepbers fina that time is saved duricg typing if 
the position of the bowy of tre letter is fixe 
by the margin regulator an. the s«lutetion and 
game of the one evuressed is set by the t: bulator. 


Dictating machine operators following tiis layout 
usually type the envelope first if a file is not 
furnished with the cylinder. 


beceuse letter layout have remained static for so 
long is no proof they cannot stand improvement. 


JEL File 


$Y 
Stanley’R. | iller 
Wr. Fred J, wiliians 
illiems and Company 
1224 sein Street 
Prosyectville, Grio 


sru/s 





Mr. Fred J. *Sillians 
Villiems and Company 
1254 Main Street 

Prosjectville, Ohio 


Dear “ur. “illiane: 


than this. 


bre «:. 


for the routine let er 


neel for such * tive saving let.er 1: yort 


Yours very WV, 
! 
Stanley *. Miller 





for the ultra in speed in typim the convention 1 let 
ter layout, there is perhe,s no faster arrangerent 


ith every line startin, from the wme left mw rgin, 
te typist simply returns the typerriter corri-ge * 
the s.me set position for ech and every line. 
only deviations «re the lines skip,ed for j;aregreph 


t must be incividusl!y type, 
this layout hrs time saving advantages. It is not 
recormende!, hovever, for the seles letter or for the 


genersl letter witr « hidien sles purjoxe. 
Thile it right seem true ‘iv t the less + stenorr 
hes to think about in let’er crroncing “te less 


e her errors yet, it bi.s been found, that letters 
reuirine the most erreful errengerant so center +! 
steno, rapher's attention on the job in hind that her 
errors irop sharply. ‘There is less opportunity for 
her st*ention to winjer ad her fingers slip. 


A&A revier of comjeny corresponcence will uncover sny 












ara/s re/s 
yt 
th 
“ ree letter formats are offered by Mr. Fitz Patrick to show how letters may be varied to make them pleasing to the eye. In (A) all unnecessary elements have been 
d which makes it desirable for smaller companies that write only a few letters. (B) contains every element for a complete letter; its offset body gives a pleasing diagonal | 
n- e and the single line salutation comes close to the “Hello, Mr. Williams” personal greeting; (C) lends itself best for speed and large volume letter writing 
he 
to she could get a better mental picture. And you'll get more action if you and as ‘interesting as a good personal 
Oo Another trick that works, even come right out and suggest that Bill salesman. Just imagine what would 
- though it may seem silly, is to barge try your product or suggestions. happen to the sales record of a com- 
" right into the letter with the first Any letter is a better letter if it pany representative who wore the same 
- thought that comes to your mind and has something to say. And, don’t flowing tie, high collar and button 
* continue from there. After the letter think it isn’t possible to write a letter shoes as were worn when the company 
= has been completed, simply strike out without saying anything. Most all established its present style of letter 
in the first paragraph and you'll find the letter failures can be traced to this layout. 
letter will be improved by the dele- very fault. A letter that is to bring To put eye appeal into a letter is 
tion and will read smoothly. It takes ultimate profit to the sender should not a complicated task. It calls sim- 
most of us a full paragraph to warm have as its first objective the serious ply for a willingness to change and 
? up to a subject and during the warm- purpose of helping the receiver. And freshen up the format of the letter on 


ing up process we are likely to do a 
heap of wandering. 

Rules by the hundreds could be put 
down to guide the salesman-corre- 
spondent. To attempt to absorb them 
and then follow their recommenda- 
tions would do nothing but create con- 
fusion. The best and only practical 
rule to good letter writing is to ignore 
all rules but those that concern the 


= 


formalities necessary in the salutation 
and closing of business letters. 

To get Bill Jones interested in what 
you have to say, “talk” your letter— 
don’t dictate it. Speak as though you 
were holding a personal conversation 
with him in his shop. Tell him in 





simple words how your new cutting 
oil holds down drill temperatures, 
guarcs the temper of the drills and 
fesuiis in quicker, cleaner holes. Be 
Conversational in explaining the ad- 
vant. ces of the new bracing method 
be your company has developed to make 
ne ~~" the use of lighter metal sheets. 
m 


ural, newsy, and informative. 
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the more generous and sincere is that 
desire to be of assistance the greater 
is the possibility of quick, profitable 
response. 


Give Your Letters Eye Appeal 


The words used in a letter tell your 
story only after the one addressed has 
become sufficiently interested in the 
letter as a whole to read what it has 
to say. Creating that interest is a 
matter of good layout—or the invit- 
ing appearance of the letter when it 
is unfolded. 

For years—in fact, for decades— 
letters have followed the same arrange- 
ments laid down by some Emily Post 
of letter writing way back when. The 
letters that go out from the offices of 
many companies today duplicate al- 
most exactly the layout used by those 
organizations, ten, twenty, or more 
years ago. 

This condition is due to a failure to 
recognize letters as personal messages 


that should be as bright and sparkling 


the page. In many modern letter lay- 
outs there is an economy in typing 
time realized through the adoption of 
flush lines that eliminate time consum- 
ing paragraph indentations. To this 
obvious advantage is added increased 
readability at no extra cost or incon- 
venience to the stenographer or typist. 

The three layouts shown here have 
been adopted by many companies. 
Each arrangement achieves attractive- 
ness while serving a distinct purpose. 

The essence of simplicity in letter 
layout is to be found in Form A. All 
unnecessary elements have been dis- 
carded in making this layout desirable 
for smaller companies that have need 
for contacting only a relatively few 
prospects or customers by mail. 

The modernizing letter layout needs 
of a great number of organizations 
is perhaps best answered in Form B. 
This layout contains every element 
necessary for a complete letter. Its 
offset body gives it a pleasing diagonal 

(Continued on Page 106) 
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1. REPAIRS “Manufacturers can help con- 
tractors by advertising the correct methods 
of repairing various types of breaks by 
welding. We're finding that it's difficult 
to get parts and that we must repair stuff 
one never thought of repairing before.” 
Contractor 


2. cosT FACTORS “Which has the lowest 


operating and maintenance cost—fluoresce>t 
or incandescent lighting? If these cost 
factors vary under different conditions, a 
chart or table could be used effectively in 
the advertising.” 

Consulting Engineer 


3. PARTS BOOKS “Yes, there is something 


equipment manufacturers can do to help us 
right now: give us practical, complete parts 
books for ordering parts. They all should 
show pictures of the parts. Descriptions 
are often difficult to identify. A mechani- 
cal drawing is even better than a picture.” 

District Engineer 


4. NEW USES “We like to be shown novel 


uses of products. We are using corner sec- 
tions of glass block and reversing the joint, 
using them to get a reverse curve—a cor- 
rugated effect. Manufacturers could sug- 


gest these effects in their advertising.” 
Architect's Engineer 





yards, 


FIELD 


These Magazines serve engineered construction, includ- 
ing bridges, highways, industrial-commercial-public 
buildings, Army camps, air and naval bases and ship- 

oe waterways, mass housing, dams, tunnels, 
pipe lines, sewage disposal, irrigation, waterworks. 





5. “KNOW-HOW” “We lost a backhoe to 


the government. Now we straddle trenches 
with timbers and dig them with a shovel 
dipper. Now, some newer contractors may 
not know these tricks. So the manufac- 
turers could show pictures in their adver- 
tising illustrating how to make one machine 
do the work of another. This would make 
an interesting advertisement and give some 
readers with limited experience in older 
methods some valuable information.” 
Contractor’s Engineer 


6. SPEED “We're always looking for ways 
to push the job faster. On this type of 
war work there is a definite time limit, 
therefore we are interested in information 
on materials that promote a faster job.” 
Construction Superintendent 


7. DISTRIBUTORS “Manufacturers who 


have large stocks of equipment parts avail- 
able should tell us what they can do along 
this line. We often go into strange parts 
of the country where we aren't familiar 
with the manufacturers’ distributors. We 
should be told where to find them.” 
Project Engineer 


8. DESIGN DATA «1¢ we are asked to de- 


sign an entirely new type of air condition- 
ing installation, we must have plenty of 
details. The ideal ad shows a picture of 
the installation in detail, with all the appli- 
cation, operation and maintenance data 
there is space for.” 

Consulting Engineer 





in operation. 





help the 
advertiser. 





This is Number One 
series of field reports. They are 
based on interviews with users of 
construction equipment who are 
now facing maintenance and opera- 
tion difficulties. In these reports 
equipment owners tell what in- 
formation they need from manu- 
facturers to keep their machinery 


This book shows how advertisers 
are successfully solving today’s 
Number One copy problem: What 
to Say. It contains 14 different 
copy slants, which are analyzed 
from the standpoint of how they 
reader . 


What Construction Men Want in Advertising Today 


“WY HERE ARE SAMPLES OF COPY SUGGESTIONS OBTAINED IN 
INTERVIEWS WITH ENGINEERS AND CONTRACTORS 





9. LUBRICATION “I know a contractor 


who ruined a new engine with cheap oi! 
It’s the most expensive thing you can buy. 
Equipment companies should regularly ad- 
vertise the need for careful lubrication. 
Especially now, when equipment has to run 
three shifts. They should get out good, 
clear lubrication charts and emphasize the 
need, in their advertising, for careful and 
continuous lubrication.” 

, Construction Superintendent 


10. HOW FAST? “How fast can we put it 
up? (Siding.) And how do you apply it 
on various types of work? When manu- 
facturers come out with something new, 
they sometimes forget to tell us how to 
apply it.” 

Consulting Engineer 


11. FULL DETAILS «1; very helpful to 


get plenty of details in the advertising of 
steel sash. For example, it’s important to 
show a cross section and, especially, to 
make clear the provisions for caulking. 
And—is the flange wide enough to afford 
proper anchorage to brick and concrete.” 

Army Engineer 


12. INSTRUCTION BOOKS «If manufac- 


turers of construction machinery would get 

out better instruction books on the care 

and operation of their machinery, 

they would serve us better at 

this critical time.” v 
County Engineer 


AND HERE’S MORE INFORMATION OK 





in a new 


. and the 
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YOUR ADVERTISING CAN... 


1. Help Win the War 
2. Build Future Business 


Your advertising can help by giving your 
customers and prospects “know-how”’ infor- 
mation about your products. Engineers and 
contractors need to know what you know. 


Thev are furiously building plants, airports, 
camps, bases and shipyards. These jobs re- 
quire all the construction products we have 

. and all the how-to-do-it product infor- 
mation there is. 


Advertising is the quickest and cheapest way 
of getting this information to where it's 
needed. This is your best insurance for the 
future when a reservoir of good will can pay 
off in terms of orders. 


11 JOBS ADVERTISING CAN DO NOW 


1. Maintain good will—especially where 
your normal customer contracts are cur- 
tailed. 


™m 


. Help dealers obtain service business by 
informing users how to make products 
last longer. 


wn 


. Counter false rumors regarding the pres- 
ent and future availability of products. 


4, Stress new uses related to war needs. 


wn 


. Promote post-war uses of new produc‘s. 
6. Reach new buyers and buying factors. 


7. Keep alive your company and brand 
names. 


Qe 


. Establish the merits and uses of your 
products in the minds of the engineers 
and contractors who will be important 
customers after the war. 


9. Cultivate new war-created markets. 


10. Replace sales and service calls to pros- 
pects and customers. 


ll. Secure acceptance of necessary substi- 
tutes. 


HOW TO ADVERTISE FOR BEST RESULTS IN 
ENGINEERING NEWS-RECORD AND CONSTRUCTION METHODS 


In advertising to the engineered construction industry, keep in 
mind that our readers fall into three general types: 


1. Staff engineers (Federal, State, City, private). 
2. Consultants (in engineering and architectural firms). 
3. Contractors. 


These men are influenced by advertising that appeals to their 
job interests: 


1. Design and specifications. 


2. Approval of design and specifications, supervision of 
construction and okaying purchases. 


3. Construction and purchasing. 


All will respond to advertising that tells them how to do these 
jobs more efficiently. 


Especially now, when most of them are working on war 
projects where speed is a “must.” 


And don’t neglect to keep promoting the merits and uses of 
your products, even though you are concentrating now on 
“know-how” advertising. 


Engineers and contractors will appreciate any help you can 
give. But they also want to keep informed of new products, 
whether they’re available now or planned for the future. 


For after the war they’ll turn to public works, transportation 
facilities, sanitation construction, buildings and other types of 
engineered construction that are being postponed now. And 
they’ll want to be ready to use the new tools, machinery and 
materials that are being developed now! 





“WHAT-TO-SAY” IN YOUR ADVERTISING 























ations 330 W. st 42nd St., New York 


own advertising. 


This book contains helpful copy 
ideas from men who specify, ap- 
prove and buy building products. 
It also includes a handy check chart — pe 
for preparing effective advertising. 


« ment, The copy suggestions it con- 
tains can help you select the right 
“know-how” approach for your 


ORDER THIS HELPFUL, FREE MATERIAL | Company 
BY USING THE COUPON 


A. E. Paxton, Manager 
Engineering News-Record — Construction Methods 
330 W. 42nd St., New York City 


[] New series of reports on “What Equipment Users 
Want In Advertising Today.” 


“Engineers and Contractors Tell What They 
Want To Know About Building Products.” 


In this book engineers and con- [] “Advertising That Meets Today's Needs and 
tractors tell what they want to Builds For Tomorrow.” 
know about construction equip- 


[| “Construction Men Tell What They Want To 
Know About Equipment.”’ 
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Sales Promotion... 


Ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 





Engineering Data Sheets on Vellum Are 






Useful in Making Blueprints 


@ WHERE accessory equipment has 
to be engineered into installations, it is 
often necessary that blueprints giv- 
ing pertinent data be furnished to the 
builder of the major equipment for 
his own use and to pass along to the 
ultimate purchaser. For many years 
G & W Electric Specialty Company, 
Chicago, was confronted with this sit- 
uation and handled it by submitting 
printed data sheets with proposals and 
then furnishing blueprints as required 
for filing with job records on con- 
struction projects, etc. Early this year, 
however, C. W. Sward, sales manager, 
solved the problem by printing the 
data sheets on vellum so that they 
could be used by the customer in 
making his own blueprints. 

The vellum data sheets cover the 
company’s line of potheads for attach- 
ment to transformers or switch gear 
and are enclosed in a bright orange 
file folder portfolio. The folder and 
the sheets are punched to fit the com- 
pany’s general catalog binder which 
helps to prevent them getting lost. 
The entire folder may be easily re- 
moved from the binder when needed 
and necessary sheets used. 

The folders have been promoted ex- 
tensively with color pages in business 
papers serving the electrical and utility 
fields and have proved very satisfac- 
contacts and 


tory in making new 


gaining increased business. 
+ 
Promote Booklet to 
Help Wire Rope Users 
@ IN THESE days when most prod- 
ucts are extremely hard to obtain in 


customary quantities and time, many 
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When G&W Electric Specialty Company, Chicago, supplies users of its transformer potheads 
with data sheets giving all engineering information it does so in the form of translucent sheets 
so they may be used for making blueprints. A couple dozen sheets are packed in a portfolio, 
with file index tab and all punched to fit the company's general catalog three-ring binder 


manufacturers are doing all they can 
to help customers get the utmost serv- 
ice and life products 
through better care and usage. 


from their 


Wire rope is one of these products, 
just as it was in the last World War, 
and among its manufacturers who are 
doing something to prolong its useful- 
ness are American Steel & Wire Com- 
pany, Cleveland, and Columbia Steel 
Company, San Francisco, subsidiaries 
of the United States Steel Corporation. 
These companies have jointly launched 
a campaign which promotes a specially 


forty - eight - page booklet, 


prepared 











“Valuable Facts About the Use and 
Care of Wire Rope.” 

This liberally illustrated booket, 
which continues the family resem 
blance by using yellow as a second 
color throughout, describes and illus 
trates how wire rope should be handled 
from the time it is received on a re 
or coil until it is scrapped. Detail 
instructions written in simple langua; 
tell how to seize wire rope ends, attac 
clips and sockets, splice, and lubricat: 
Among other items, sheaves and drun 
are discussed, fleet angles, and the « 
fects of bending on wire rope, togeth 
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PROVED 


READERSHIP. .. is still the most 


“Naturally we are anxious to keep up with the 


‘Parade’ in these trying times and we know 
of no other magazine that covers new develop- 
ments quite so thoroughly.” 


A large mid-western maker of women's clothing 
J 


“On numerous occasions we have been able to 
purchase much needed equipment—that was new 
and consequently not shown in any catalogs.” 
-An Oregon lumber producer 

“f 
“From a standpoint of new developments, we 
think it the most interesting magazine or paper 


that we receive.” 
A New England metal Snide company 


> “In times such as this, under a National Emer- 


gency, you have no idea how interesting NED is. | 


The fact of the matter is, we refer it from one 
department to another.” 


A New York metal furniture maker 
i 


“We are very much interested in your inquiry 
system and use it consistently.” 
A large Illinois company making conveyors 
| a 
: “NEW EQUIPMENT DIGEST is routed among all 


our operating and maintenance department heads 
as well as all foremen,” 
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important single 
factor in media 
selection. 


Advertising today may or may not be selling 

. it may be intended to show how to conserve 
materials, to make one pound do where two 
pounds were used before . . . it may be directed 
at users of machinery, to show how to make 
their machines produce more goods, or to show 
how to make them last longer . . . or it may be 
advertising that tells how substitutes can be 
utilized to full advantage where priorities make 


usual materials unavailable. 


In any event, advertising today has a definite, 
important role to play in the present war. 


But advertising should still be placed in 
media that assures maximum readership . . . 
media that has proved itself and is continuing to 
prove its worth among readers you want to 
influence. 


New EquipMeEntT DicEst readership includes 
more than 150,000 men in every type of indus- 
try . .. men who are today searching for ways 
and means of furthering their plants’ produc- 
tion . . . men whose responsibility it is to keep 
the wheels of industry turning. 


Your advertising schedule in NED reaches 
buyers and specifiers in all types of industrial 
plants . . . a few of whose comments are repro- 
duced here. If you want to favorably influence 
these men, and others in more than 40,000 
additional plants, use. . . 


New Eourpment Dicesr 


Affiliated with the Penton Publishing Co, 
PENTON BUILDING e CLEVELAND, OHIO 


520 N. Michigan Ave. 
CHICAGO 


4618 Larchwood Ave. 
PHILADELPHIA 


110 E. 42nd St 
NEW YORK 
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One of the yellow and black spreads of American Steel & Wire Company in which a humorous 
wire rope character has been introduced to emphasize the importance of proper use and 
maintenance of the product. A forty-eight-page booklet, ‘Valuable Facts About the Use and 
Care of Wire Rope,” is featured in the campaign and has met with unusually good success 


Sales Promotion . 





with a table showing recommended 


minimum tread diameters of sheaves 
and drums. Many equipment manu- 
facturers are placing a copy of this 
booklet in their instruction kit when- 
ever they sell a piece of equipment 
using wire rope. 

Tw o-color bleed pages will be used 
throughout the campaign, with double 
spreads in the major publications 
reaching the construction, oil, elevator, 
and mining fields. The second color 
will be yellow, which is the standard 
color used in the Tiger trade mark, 
thus establishing a continuity and 
throughout the 


Each 


family resemblance 
entire series of advertisements. 
advertisement, in addition to the joint 
carry the 


company signature, will 
; & 


American Tiger Brand trade mark. 

Large, dominating pictures of inter- 
esting wire rope installations will be 
used with smaller secondary photo- 
graphic illustrations to call attention 
to divisions of the major markcts in 
many cases. As a change of pace, and 
to lighten the tone of the campaign, 
a series of humorous wire rope char- 
acters will be used at intervals to 
stress the importance of proper selec- 
tion, proper use, and proper mainte- 
nance of wire rope. 

Particular care has been exercised 
in adapting the campaign to specific 
fields and copy and layout are tai- 
lored to fit even single magazines so 
as to make sure that each advertise- 
ment is complete in itself, hard-hit- 
Pictures, 
checked 


through the sales promotion-advertis- 


ting, helpful and effective. 


layout, and copy are all 


ing department, sales and engineering 


40 


departments of American Steel & Wire 
Company. 
As it 


touch with the nearest 


1S desired that users get in 


office, 


appearing mn 


sales 
those advertisements 
strictly West Coast papers carry the 
Columbia Steel Company name first 
and are illustrated with pictures of 
Those which 


appear in papers having a national cir- 


West Coast installations. 





culation carry the American Steel &X 
Wire Company name first. All adver- 
tisements carry the U.S.S. symbol and 
appear over the standard United States 
Steel logotype. 

The entire campaign clears through 
the offices of Wilmer H. Cordes, man- 
ager, sales promotion-advertising, 
American Steel & Wire Company. H. 
P. Vieth of the Pittsburgh office of 
Batten, Barton, Durstine and Osborn 
is account executive, and P. C. Fox 
of the same office, who has received 
many by The 
Copy Chasers, has charge of the copy 


special recognitions 


and layout. 

+ 
Reprint Books Sell 
Advertising to Sales Force 
@ BELIEVING that 
value of the advertising program is 
lost when the sales force does not fully 


much of the 


appreciate the ideas in back of it and 
its objectives, Nelson W. Sieber, ad- 
vertising manager, Continental-Dia- 
mond Fibre Company, Newark, Del., 
decided it was part of the sales pro- 
motion job to do something about it. 

What Mr. Sieber did was to reprint 
the campaigns and send them to the 
men with a sales letter explaining the 


fundamental ideas and asking that 





Outside and inside view of one of the smallest house organs published. “Quips and Tips” 
recently launched for L. B. Allen Company, Inc., Chicago, by John K. Crippen, director 
advertising. It measures 4!/4x2¥%-in. when folded for self-mailing. Printed in yellow and ble 
The back space may be used by dealers for their own advertising or simple imprint. The te 
is of general nature with indirect reference to the manufacturer's solder and adhesiv 
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12) PROD EEO 


wrsraysts 


Wartewatts 


line of cotton tipped applicators usually sold to hospitals and physicians. It goes after the BETTERMENT not a sub 

greatly increased industrial market with an attractive folder carrying samples and a business stitute 

reply order card listing prices enclosed with a short letter making a trial offer at a discount E. After “Old Man Mars Shuts His 
Purse” and Priorities are junked 


Sales Promotion . 


Schild Products Company, Whitewater, Wis., is not overlooking any bets for orders for its 


F. An army that studies the future 




















Believing that the sales force should know the significance an} 
purpose of the advertising campaign, Continental-Diamon 
Fibre Company, Newark, Del., reprints it in portfolio an] 
folder form and gives it to them with a preface explaining i) 
detail. Produced by W. D. Lindsey, vice-president, Oswal 
Advertising Agency, under direction, Nelson W. Sieber, a. n_ 





















. metals are not going to give up 
their markets quietly 





and plans its tactics for 





they study them. The reception was 
more than gratifying and investigation 
of requests for additional copies found 
that key salesmen were presenting the 
books to some of their best customers. 

The campaign for C-D non-metal- 
lics was reprinted in full-page form 
and plastic bound with the cover her- 
alding the theme, “Would You Go 
Back.” The campaign emphasizes the 
point that the product is “A Better- 
ment... Not a Substitute,”’ and shows 
how it has supplanted other materials. 
The campaign for C-D fibre hollow 
ware, consisting of units running in 
Industrial Equipment News and Neu 
Equipment Digest was made up into 
a small accordion folder. 

Both pieces were prefaced with a 
letter by Mr. Sieber explaining the 
importance of the advertising. The 


one in the non-metallics brochure read 


as follows: 
T e Sales Department 

‘ ‘tis SALES that makes the 
W go around and our present 
v the biggest in our history, is 
dg n no small way to the fact that 


MI ALS are hard to get 
like most sellers of industrial 
Ri in times like these transit from 


sp product advertising to institu 
Ae) ippeal. Most wartime advertising 
! ick of “Picture of Factory” with 
overtones . and the theme 
\ Rolled Up Our Sleeves for the 
SOOD OLD USA.” 


is nothing wrong with “keeping 
e before the public” in this man- 
fact it is the proper thing to do 


INDUSTRIAL MARKETING, July, 1942 




































the tomorrows . . has a good 
chance of holding its position 


But we have backed up a long way yes, even advancing 


and we think that we now have the It was these facts that provoked the 
correct perspective on C-D’s Advertising C-D series of “Would you go back” ad- 
Problem and we have developed vertisements. 


these basic fact 
“a hayes This booklet contains proofs of this 


A. When first offering C-D NON: series of “different” ads. It is hoped that 
metallics as replacements for heavy, they will do the Company . . . and you, 
corrosive, costly, and now hard-to- individually . . . some good. They cer- 
get metals the tendency was to tainly will Sdn you will read them 
call CD Products substitutes study them and make them a potent part 

B. Public opinion considers “a sub of vour SALES CREED. 
stitute’ as an inferior thing to be NELSON W. SIEBER. 
used temporarily until the Advertising Manager. 


“original” is again available 


C. C-D Products are not inferior things Continental-Diamond Fibre adver- 


7 


they are an improvement tising is prepared by W. 
D. We and our markets must 


be educated, and directed to think : : 
of CD NON-metallics as a Agency, Philadelphia. 


D. Lindsey, 
vice-president, Oswald Advertising 





The usual stodginess which characterizes most anniversary books has been eliminated from this 
one marking the seventy-fifth anniversary of Handy & Harman, New York, by utilization of 
the Father Time character who drops in to check up on progress being made by the company. 
He is then taken on a tour of the plant and points of interest are registered in conversational 
style in balloons alongside the illustrations. Peterson & Kempner, Inc., is the agency 
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A TRULY UNIVERSAL VISE 
lor Angle Milling, Drilling, Grinding, Checking 





AY c 


ve 


PRECISION ANGLE Plates 


R SS RORLEM 


Cut Set-Up and Tool-Up Time...Adapt Your Machines To Work at Any Angle 


.arge illustrations, carefully captioned, with essential facts repeated in headlines and footlines, and diagrams showing range 


Gets Direct Mail Sales at §%> Cost 


A simple letter and attractive product folder sell 
$8,000 of $160 machine vises in less than a month 


@ NEWLY developed products —a 
relatively unknown company-~a sus- 
pected immediate market but no fa- 
cilities or organization for tapping it 
—the imperative need for quick action. 
These were the conditions which faced 
Universal Vise & Tool Company, Par- 
ma, Mich., in its recent introduction 


vise and two sizes of 


Both products had im- 


of a machine 
angle plates. 

mediate application in countless ma- 
chine shops if it could be brought to 
their The sold for 


$160 and the angle plates for $55 and 


attention. vise 
$70—large unit prices for direct mail 
selling, but there was no time to de- 
velop a sales organization. 

Wood 


all Company, New York, and decided 


Executives consulted W. P. 


on a direct mail campaign as an in 


expensive, quick-acting device for 


study of immediate sales potentials. 
We could provide a personalized list 
of 50,000 tool 


machine shop and 


room superintendents and engineers. 
As source of some of the preliminary 
data, E. J. 
asked to provide necessary direct mail 
decided to 


folder 


market Tangerman was 


technical material. He 


use the standard letter-card 
mailing even though unit sales prices 


of the items were very high, preparing 
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By W. P. WOODALL 


President, W. P. Woodall Company, 
New York 


the card as an actual order blank 
because no salesmen were available for 
follow up on mail inquiries. We had 
to sell entirely by mail—and prefer- 
ably on the first “call.” We could offer 
immediate delivery and two per cent 
cash discount. 

The four-page folder was written 
in editorial style, stressing the impor- 
tance of keeping machine tools in 
production, immediate delivery, a full- 
year guarantee, and the general use- 
Three pages were 


dev oted to the more expensive unit— 


fulness of the units. 


the vise, one page to the angle plates. 
Fortunately, good pictures were avail- 
able, and because of offset printing, 
could be used relatively large without 
increasing cost materially. Each pic- 
ture carried its own detailed caption, 
reiterating the sales points in the copy. 
The same points were made again in 
headlines and tail lines and important 
tabulated. A 
simple diagram showed range of ad- 
Although there 


was nothing competitive in the copy, 


specifications were 


justment of the vise. 


sales points stressed were advantages 
of these products over competitive 
units. The folder was offset printed 
in black and orange on pages 1 and 4, 
black and blue on pages 2 and 3, on. 
80-lb. stock to permit folding for a 
No. 10 envelope and third-class mail- 
ing. 

The letter was multigraphed on a 
very simple letterhead and personalized 
with matched fill-in. 
eight short paragraphs following the 
“AIDA” formula (Attention-Interest- 
Desire-Action). Angle plates were 
mentioned only in the postscript. The 
business reply card was actually an or- 
der blank. It served principally as an 
incentive to action—most orders com- 


It consisted of 


ing in on company letterheads. The 
letter read as follows: 


Innmediate Delivery—Universal Vise 

Things aren't the same now as they 
were a few weeks ago. “Remember Pt url 
Harbor™ is a national slogan and the old 
order has changed 

From here on speed counts speed 
getting started—-speed in  productior 
speed in deliveries. In fact, victory 
mands speed ; 

Read the attached specifications 
you'll see that one of the easiest ways 
you to speed up is to get a Unive: 
Vise. <A limited number of these \ 
are available for immediate shipment 

These Angleworm Vises are the s 


(Continued on Page 90) 
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With and Lean se Neti / 


(Nuts and Beans Grown in America) 


Soya beans grown in Illinois and other 
states are being processed to meet the need 
of our paint and varnish industries. They 
are supplying products to other industries 
as well, thanks to the alertness of the 
American chemist and chemical engineer. 


Our old friend the castor oil bean is being 
doctored and put to better use than the one 
we all remember. You hear more and more 


UT of the pages of INDUSTRIAL and ENGINEER- 
ING CHEMISTRY operators have taken the 
chemical and engineering information which gave 
them a running start in developing new oils for 
commercial work. Out of its advertising pages 
these men have picked the alloys, the equipment 
and materials they have needed in the long series 
of trials and tests which preceded erection of the 
big plants. 
Advertisers who are alert enough to get their 


about this product. 


In Mississippi and Florida tung oil (China 
wood) trees planted years ago are in pro- 
duction giving us an American source for 
the familiar product. So Japan can kiss 
another market good-bye. We are now 
prepared to stand on our own feet, make 
our own raw materials, and so it's nuts— 
and beans—to Hirohito. 


TN 


Industrial & Engineering Chemistry Helps Create New Markets 


products accepted on the small scale pilot plant 
operations will be the fortunate bidders on the big 
plants. It takes years to jump from pounds to thou- 
sands of tons and gallons. Thousands of readers 
of INDUSTRIAL and ENGINEERING CHEMISTRY 
are working on the products that will be your 
1943-44 markets. 
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Typical First Award plaque and Award of Merit certificate which were among sixteen awards 
made last year in “Industrial Marketing's" Annual Competition for Editorial Achievement. A 
total of 311 entries were made by |0! business paper editors from United States and Canada 


Editors to Receive Recognition for 


Outstanding Work in 1942 


Nineteen awards to be made to business paper editors 
in fifth annual competition for editorial achievement 


@ THERE will be 


MarKeETING’s Fifth An- 


no change in 
INDUSTRIAI 
nual Competition for Editorial 
Achievement due to the change in 
dates of the NIAA Conference, with 
the exception that announcement of 
winners and presentation of awards 
will not be made at the convention 
as in previous years. The competition 
will close as scheduled on August 1. 
Awards will be presented at the Sep- 
NIAA chapters 
in New York and Chicago and the 


tember meetings of 


complete list of winners will be pub- 
lished in the October issue. 

Complete details about the com- 
petition and sample entry blank were 
sent last month to every editor of 
business papers published in the United 
States and Canada. There is no fee 
for entering the contest. Each entry 
must be accompanied by an entry 
form properly filled in; extra forms 
ire available on request. Editors may 
enter as many pieces as they wish 
in each classification and entries must 
August 1 to the 
Mar- 


KETING, 100 East Ohio St., Chicago. 


be mailed before 
Contest Secretary, INDUSTRIAI 


Only material published in issues from 
August 1941 to July 1942, 


inclusiv ce, 
is eligible. 
Nineteen 


iwards will be made 


the best work entered 


this vear for 







46 


in six classifications: One First Award 
and two Awards of Merit in each di- 
vision and one Special Award in classi- 
fication six. The classifications are 


as follows: 


], For the best series of articles or 
editorials on one theme on a definite 


objective appearing in a series of issues. 


2. For the best single editorial or 
article contributing to the advance- 
ment of the field served. This may be 
a technical article or a general article 
or editorial treating a problem con- 
fronting the industry and suggesting 


a solution. 


3. For the best single issue of a 
publication devoted entirely or prin- 
cipally to a single subject or central 
theme of major importance to the 
field served. Entries in this classifica- 
tion will not be considered alone on 
their bulk or elaboration, but rather 
on the merits of the project as to its 
definite objective and the tangible evi- 


dence of results achieved or influenced. 


4, For the best illustrative treat- 
ment of editorial material in general. 
Recognition will also be given for out- 
standing work in telling a story prin- 


cipally with pictures and captions. 


5. For the best published research 


initiated by the publication. Data 








may be technical or non-technical and 
may concern any problem or need of 
the field served by the publication. 
Entries will be judged by the impor- 
tance of the need or problem of the 
industry; the originality of the meth- 
od of compiling and presenting the 
facts; usefulness and value of the re- 
search published. This classification is 
intended to recognize and encourage 
leadership by business papers in the 
interests of their readers. 


6. .For the greatest improvement in 
typography, format, and general ap- 
pearance with regard to functional d 
sign and appropriateness to the edi 
torial services rendered. A_ special 
award will be made in the classifica 
tion of the most outstanding typo 
graphical excellence maintained du 
ing the year; this for the purpose otf 
recognizing refinements made in pul 
lications of established high standard 
of design. 

All entries will be judged on ¢ 
importance of the subject matter a 
its value to the field served; the ori 
inality of the material; timeline 
and the skill with which the mate: 
is written and presented. 

The Jury of Awards for this yea 
competition comprises John Coak! 


(Continued on Page 92) 
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As an indication of what will get and hold the 
attention of Metal-Working production men today, 
see what information they ask of the editors of 
American Machinist. 


Of great current interest is the job of converting 
from civilian to war goods manufacture. To meet 
a mounting demand for the “know-how” of change- 
over, American Machinist recently devoted an en- 
tire issue to the subject. Highlights of practical 
information given were: 


e How to get into production quickly, without 
waiting for new armament-making machines, 
by revamping old equipment. 


e Proof that adequate tooling costs no more, 
and gives more production, than make-shift 
methods. 


e How to use present machines despite a radical 
difference in the new parts to be made. 


e How to train supervisors and workers to han- 
dle war work. 


e How extensive subcontracting speeds pro- 
duction. 


e How to create new assembly lines to meet 
new production schedules. 


Production men are hungry for facts like these. 
Key your copy to conversion, faster production, 
accuracy, avoiding waste, replacing critical mate- 
rials with substitutes. Tell how your products or 
services can help ... and you'll be aiming your 
Metal-Working advertising accurately today. 


The new 16-page booklet illustrated at right gives 
specific ideas and copy slants for helpful advertis- 
ing to Metal-W orking. If you haven't seen it, send 
for your free copy today. 


DIRECT ADVERTISING MEDIUM 


American Machinist goes straight to the Metal- 
Working production executives who control 90% 
of the industry’s buying power. 


A carefully controlled policy of selective circula- 
tion builds intensive readership among key pro- 
duction executives in the worthwhile plants. 


Circulation is currently over 21,500 net paid, the 
top total in Metal-Working by several thousands. 
Fortnightly readers are estimated at 100,000. 


Thus American Machinist provides a low-cost 
vehicle of communication to the prime prospects 
in \letal-Working, and represents your surest way 
of reaching them regularly and directly with help- 
ful advertising messages. 


Well be glad to supply specific data showing how 
you can use American Machinist effectively today. 


DIRECT ADVERTISING MESSAGES 


FORTNIGHTLY 
TECHNICAL 
AUTHORITY 

OF METAL-WORKING 


AMERICAN MACHINI 


ABC A McGraw-Hill Publication . . . 330 W. 42nd St., New York, N. Y, 
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PROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Now Is the Time 
To Spoil Salesmen 


While 1 believe 1 have reasonable 
confidence in advertisingggl have al- 
ways believed that in @ur line of 
business personal sales contacts come 
first with advertising as a humble as- 
sistant. So | begin to worry when | 
find many of our sales territories 
being abandoned through men going 
into the service or having to come 
into the office to take care of routine 
Should I stop worrying and 
assure management that advertising 
can carry the load? With our “sold 
out” condition our management does 
not seem to worry much about sales 
What do you 


u“ ork, 


or advertising contacts. 
think of this? 
ADVERTISING MANAGER. 


With gas rationing now in the East 
Coast area, and with rationing sup- 
posedly coming sometime in July or 
August for the rest of the country, 
with salesmen going into the service 
and with experienced men’s help 
needed in the office, it is difficult, al- 
most impossible, to maintain the same 
sales contacts. 

However, through intensive train- 
ing of girls in the office and an alert 
employment department picking up 
good men not subject to the draft, 
some companies seem to be able to 
maintain their frequency of sales con- 
tacts with very little reduction in the 
quality of calls. 

The situation is largely one of com- 
parison. If your competition is ac- 
tively calling, doing a clever job of 
sympathizing with customers, recom- 
mending substitutes, helping with pri- 
orities, etc., and your company 1s not 
on hand, you are bound to suffer after 
the war. If you fail to take an inter- 
est in your customers W hen they need 
you, they are not going to be very 
interested in you when you 
We have heard definite 


expressions of this kind from custom 


muc h 


need them. 


ers during the last few months. 
The one sad fact about the whole 
salesmen, 


situation is that being a 


very human sort of people, are so like- 


50 


ly to lose interest in aggressive calling 
and get in such a rut that it may take 
months or years to get them out of 
the bad habits they are developing 
now. 

We would suggest that you sell your 
management, or sales management, on 
a survey to determine your competi- 
tive standing and your customers’ at- 
titudes, and then act accordingly. In 
the meantime, you have an advertising 
job of growing importance to meet 


the sales deficiency. 


Planning Ahead 

Our company is so wrapped up in 
the war effort that I am afraid they 
are not giving any attention to the 
situation after victory is won. Do you 
consider it really unpatriotic to spend 
some time now on this important sub- 
ject? 

ADVERTISING MANAGER. 

Your company is typical of a great 
many that are throwing everything 
they have into this current war effort. 
This is as it should be. 


would seem to us that it would not be 


However, it 


unpatriotic to spend at least one per 
cent of your time and effort on the 
job of future, 
whether this war lasts three or thirteen 


planning for the 
years. There is going to be an impor- 
tant job of reconstruction with new 
confronting 


and different problems 


everyone. It is difficult to plan now 
because you can not very well read 
the future. 

However, some planning for the fu- 
ture should definitely begin today. 
New products, new markets, new sell- 
ing methods can not be developed over 
night. Some companies, of course, 
have a research department working 
out the problems of the future all the 
time. One company more or less in 
your class has arranged one luncheon 
meeting every month at which execu- 
tives discuss and plan for the future, 
assigning new tasks to the different de- 
partments as decisions are made. Per- 
haps you can inspire your company 
to at least engage in this minimum 


effort. 









Anniversaries? 


We are supposed to celebrate ou 
thirtieth anniversary next year, bu: 
as we are all working night and da) 
on war work, no one seems interested 
What is your opinion of a good poli: 
in connection with the celebration o} 
an anniversary during the war period 

ADVERTISING MANAGER. 


Ic is truly difficult to get any in 
terest on the part of executives or 
customers for an anniversary during 
these stirring times. However, we be 
lieve the following might be in order. 

Prepare a rather complete back 
ground history of your company now 
this year. Management may not ap 
prove publishing now, but if you 
the” whole 


ready, you can have it published next 


have complete history 
year if the situation changes, or you 
can use it as a source book for an 
anniversary ad or two or the prep- 
aration of a small folder marking 
your thirtieth milestone. 

Other plans may be developed dur- 
ing the current year, such as an em- 
ploye celebration and other similar 
Then no matter 


happens you will be ready when the 


activities. what 


call comes. 


Wire Binding Restrictions 

I am planning a series of servic 
booklets on how to install, maintain, 
and get the greatest production from 
a number of our machines. The bul- 
letins will be printed over a period of 
the next twelve months. Our man- 
agement likes wire binding but I am 
uncertain as to whether we will li 
able to get the wire later on. What 
are the facts on this? 

ADVERTISING MANAGER. 


We understand that beginning May 
20, no wire could be received by the 
manufacturer for the production of 
Up to June 19, the 
could 


wire binding. 
manufacturer continue to 
process seventy-five per cent of his 
average monthly consumption but by 
Aug. 3, a manufacturer is not pe 
mitted to assemble anything of ¢! 
kind and that production must cea: 
so we believe it would be better f 
you to go to plastic circular bind: 
or a sewed book. We believe ¢! 
same general ruling applies to star 
ard ring binders. 

If you cannot get the binding 
want, we recommend that you pun 
your booklets for a binder whi 


might be issued later. If a s 


around 6x9 inches is to be used, \ 
(Continued on Page 86) 
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Trends 


A review of conditions within industries which influence industrial 


marketing procedure, 


written by editors of business papers 





Screw Machine Industry 
Faces Postwar Problem 


@ THE screw machine industry has 
two separate classifications — the 
screw machine departments of large 
manufacturing plants and the ever- 
increasing group of screw machine 
products manufacturers who comprise 
the jobbing industry. 

Screw machine departments within 
a plant manufacture parts necessary 
for the final assembly of each indi- 
vidual plant’s products while the 
group of screw machine products 
manufacturers make parts to the 
specifications of their customers. Most 
of this group features specific parts 
and are thus set up to manufacture 
greater production more economically 
than can the large manufacturing 
companies. 

The war has entirely changed this 
normal activity, for plants previously 
making consumer products are now 
completely revamped to manufacture 
mechanical war equipment. Screw 
machine products manufacturers have 
likewise experienced the same tran- 
sition, as the sole final user of this 
industry’s products is the United 
States. 

Although this trend is now result- 
ing in the largest volume of screw 
machine production on record, it can 
eventually cause serious maladjust- 
ments when the country again turns 
to civilian pursuits. 

This arises from the fact that a 
large majority of the several thou- 
sand new automatic screw machines 
built have been purchased by or in- 
stalled in plants which formerly pur- 
chased from the screw machine prod- 
ucts jobbing manufacturers or in 
plants now operating screw machines 
tor the first time who are working 
prime contracts for our armed 
orces. In addition, new plants are 
tarting up weekly and are operating 

juipment rescued from scrap piles. 

The old line companies who com- 

sed the actual jobbing industry 

ior to the war have only been per- 
itted to purchase or have been al- 
cated a bare minimum of machines, 
imarily because they have tried to 
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continue their characteristic role of 
basic subcontractors. 

For the duration of the war, the 
marketing trend can only be up. The 
final uses of screw machine products 
result in ninety per cent of today’s 
production of an A-I-J priority or 
higher and in average backlogs well 
exceeding six months, all of which 
assures allocation preference. 

It is a hoped-for situation that 
after the war, when consumer man- 
ufacturing industries again resume 
their normal status of production, 
an adjustment will automatically be- 
come effected in the entire screw 
machine industry to provide for the 
survival of both the manufacturing 
and jobbing divisions for mutual ben- 
efit and profit.—J. H. SpauLpine, 
Publisher, Screw Machine Engineer- 
ing. 


No Paper Shortage 
In Sight Today 
@ THROUGHOUT 1941, and 


more particularly during the latter 
months of that year, the unprece- 


Brunet Charges Philatelist Deserted Her 
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When Alton F. Davis, vice-president in 
charge of advertising, Lincoln Electric Com- 
pany, Cleveland, slipped away to a hospital 
last month for an overhaul job, some of his 
friends in the company and on "The Cleve- 
land News" caught up with him and exposed 
the whole affair with a four-page sheet as a 
surprise. Copies were sent to “Charlie's” 
friends in the trade throughout the country 





dented demand for paper, stimulated 
first by defense activities and later 
by actual war activities of our gov- 


ernment, caused well-informed ob- 
servers and statisticians to prognos- 
ticate an impending paper shortage 
of 5,000,000 tons during 1942. This 
forecast was not presented loosely; 
rather it was the studied judgment of 
men familiar with the antics of the 
business barometer. Yet, the short- 
age which was prophesied did not 
materialize. 

There has been no paper shortage; 
there is no paper shortage; and it is 
not likely that there will be any paper 
shortage unless conditions are much 
different than they are today. 

For a time, certain papers were 
hard to get. This situation was 
brought about by the shifting of 
production in some mills from nor- 
mal orders to war orders and because 
of some paper buyers placing orders 
to cover future requirements. Even 
then, however, mills stepped up pro- 
duction schedules and filled all orders 
with comparatively little delay. 

Today, many of the mills are seek- 
ing orders. A slackening in demand 
for paper has come about because of 
widespread industrial plant conver- 
sion from peacetime production to 
wartime production and because of 
other wartime economies which have 
been made effective during the past 
six months or so. 

Tremendous quantities of paper of 
various kinds have been, are, and will 
be required in the prosecution of the 
war; but, even with this demand, if 
present conditions in the industry are 
any criteria, it is believed that the 
productive capacity of the mills is 
ample to meet every normal civilian 
requirement.—Harry E. Weston, 
Editorial Director, The Paper Indus- 
try and Paper World. 


Alloy Steels Face New 
Demand in Postwar Era 
@ UPPERMOST in the minds of 


many metallurgists and metallurgi- 
cal engineers is the question: What 
will be the status of the alloy steel 
industry after the war? 

Before the Defense and then the 
War Program became effective, there 
were many alloy steels in use. They 
contained numerous combinations of 
nickel, chromium, molybdenum, van- 
adium, manganese, silicon, and others. 
Then there developed the critical sit- 


(Continued on Page 88) 
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ADVERTISING'S OBJECTIVE 


To tHe Eprror: The veriest tyro 
in advertising ought to recognize that 
advertising doesn’t work at all unless 
it is given a tangible job to do—and 
does it. Keeping the advertiser’s name 
before the public is a by-product of 
advertising and not an objective. 

We know from the current investi- 
gations we are making for some of our 
clients that the advertising require- 
ments and opportunity are no less to- 
day—probably even greater—than be- 
fore scarcities and priorities. And we 
also know that it is the rare advertis- 
er who is meeting the requirements 
and realizing upon the opportunity. 

R. O. EasTMAN, 
Eastman Research Organization, 
New York. 
, Wy 
USE PROVEN SOUND METHODS 

To tHe Eprror: It may be of in- 
terest to you that I have encountered 
most recently several cases where or- 
ganizations, especially the sales and 
advertising divisions, are evidencing 
the “War Hysteria” I warned against 
in both my articles in your publica- 
tions. (See IM, Feb. °42, p. 34; May 
"42, p. 33.) 

Maybe I am prejudiced, but it seems 
to me that the press, radio, and busi- 
ness publications are all attempting to 
become too profound about “Business 
Now and After the War” there 
seems to me a reversion to the silly 
custom of creating, through excess 
praise, literally hordes of super-men, 
with super-minds, and implying with 
vague promises that this group will 
carry us safely through crises and 
lead us to the promised land. 

What is in my mind is this . . . we 
all ought to be analyzing the various 
new situations or circumstances in 
business from the standpoint of mak- 
ing wider and more intelligent use of 
already proven sound methods in cre- 
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and maintaining 
because we know that in 
spite of all war restriction, there is 
literally “lots of business” that de- 
mands the same common sense meth- 
ods that were always successful. 


ating, cultivating, 


business, 


Isn’t it possible that we may have 
spoiled a lot of really good men 
through our insistence that they were 
super-men? Perhaps exalted ego as to 
our national invincibility made some 
of those super-men into careless think- 
ers, when “just a real good man” 
would have used common sense and 
probably saved a lot of grief. Or does 
this sound like I am trying to be pro- 
found? Hope not. 

P. W. Comes, Sr., 


Marketing Consultant, 
Long Beach, Calif. 
, J we 
ANSWERING LITERATURE REQUESTS 


To tHe Eprror: I am attaching a 
few copies of a miniature letterhead 
and letter which we are now using in 
answering requests for our literature. 
Of course, if a person states a definite 
interest in any Sylphon controls or 
Sylphon bellows type, we always write 
a personal letter, but we have found 
this miniature letter very appropriate 





ATTENTION 


We hope you will not be offended if we 
acknowledge receipt of your re- 
quest for 3 litereture. Your interest warrants 
b pe pl letter but help is a little short now 
we are all-out 


take this sean 


4 like other petricti oncerns, 
“Ame the Axis’ 
Please study our literature and infore 

fs as t your require@ents or else communicate with 
our nearest representative whose name appears on 
reverse side of this letter. Detailed information, 
; 1 be gladly and preaptiy supplied. 
Thanks for your interest and be assured 
erve you 

Sincerely, 


THE FULTON SYLPHON CO. 


es Division 





at this time where only literature is 
requested and no personal letter is 
necessary. 
E. D. RoGeERs, 
Advertising Manager, The Fulton 
Sylphon Company, Knoxville, Tenn. 
7 oe. 8 
POSTWAR PLANNING 

To tHe Eprror: Our general phi- 
losophy is that while we do not know 
as yet the conditions we may face 
in the postwar period, say, the first 
five years of it, and know of no way 
that we can predict these conditions 
with reasonable accuracy, there is 
much we can do to make our organ- 
ization better prepared for the con- 
ditions we shall face after the war, 
regardless of what they may be. 
Therefore, we have set up a postwar 
planning committee which is com- 
prised of the heads (below official 
rank) of all our major departments. 
The total committee is comprised of 
seventeen members with myself (ad- 
vertising manager) as chairman. 

We started out last November 
meeting one evening a week. A 
couple of months ago we cut this 
schedule down to one evening meet- 
ing a month. We have a steering 
committee comprised of the general 
sales manager, production manager, 
executive engineer, controller (the 
only official in our picture), proposi- 
tion department manager, and my- 
self. This committee has a sandwich 
luncheon meeting in my office once 
a week. Occasionally we have had 
to skip a week or two. 

We have some twelve sub-commit- 
tees organized and studying specific 
problems. These involve the present 
and future (as far as we can deter- 
mine) market status and potential for 
every product. We are reviewing the 
position of each product from design, 
production, competition, and price 
angles. We are re-investigating old 
developments on which we at one 
time or another spent a great deal 
of money, but which have been 
dropped, to ascertain whether ther 
is any advantage in reviving them. 

On the assumption that our nov 
very large organization will have to 
be reduced in personnel, even wit! 
relatively good condition: 
we are making a study of just how 
this reduction can best be made in 
the interest of the company and em 
ployes alike, all predicated on varyin: 
assumptions as to postwar planning 

We are still feeling our way an 


postwar 
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You can render a valuable service to these men whose big responsi- 
bility today is war production. Your company has accumulated much 
information—working data—operating instructions—production 
suggestions, etc., about the use of your products. This information 
is needed quickly in many plants. You can help the war effort and be 
of real service to the metal working industry by making it available 
the fastest way—through advertising! 


Tell How is the wartime principle of transferring war production 
information from where it is Known, to where it is needed. It is 
advertising with its sleeves rolled up, helping to push production 
efficiency to new highs! 


To see how widely this Tell How principle is being applied by indus- 
trial advertisers, check an issue of s TE E & against the Tell How list 
at the right. Recently we checked 55 advertisers in one issue render- 
ing a Tell How service. If what to say in your advertising is a problem, 
dig into the service angle of your products—then give your adver- 
tising the job of Telling How to use those products more efficiently. 


And remember .. your direct line of communication to the metal 
working industry is s TE EL. It has free access every week to the key 
men in the worthwhile plants—the men who welcome information 


now .. the men your salesmen are finding it difficult to contact today! 


YOU WANT TO CONTAC 


TELL HOW toimprove safety | 
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z 
TELL HOW your product can 
help to win the war 4 


TELL HOW to conserve vital 


_ materials 


TELL HOW to speed plant 


conversion 


TELL HOW to help employ 


ees produce more 
TELL HOW to use alternate 
materials | 
TELL HOW to increase 
machine efficiency 
TELL HOW to order to expe: 
dite deliveries 4 
TELL HOW to make your 
product last longer 
TELL HOW toimprove plant _ 
working conditions 13 
TELL HOW todothejob 
faster mea 
TELL HOW to eliminate 
TELL HOW to save time | 
TELL HOW to train wisi 
men 
TELL HOW to protect against ; 
sabotage “a 
TELL HOW to improve pro | 


aes at Ls et TG to 






records 


TELL HOW you can help by — 
taking sub-contracts 

TELL HOW to safeguard 
production a 
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making changes in certain assign- 
ments as our experience with them 
indicates the advisability of doing so. 
The whole activity is far from crys- 
tallized as yet, but it is moving along 
all the time and as the war burden 
eases up a little bit, we expect our 
accomplishment to move ahead. For 
one thing, we have a loose leaf binder 
for every member of the committee 
which is indexed for committee re- 
ports, minutes of meetings and vari- 
ous other items. 

Necessarily an activity of this type 
moves slowly in these times, especially 
since we are regarding it as work 
that for the most part must be done 
outside of regular business hours, but 
| have great hopes that by a year from 
now we shall have accomplished a 
great deal and be far better prepared 
for the problems we shall face in the 
future, regardless of what these prob- 
lems may be, than could possibly be 
the case had we not attempted to do 
what we are doing. 

An _ incidental 
all members of the committee feel 
that there is considerable benefit from 
a present point of view in the close 
association they are getting with one 
meetings and 


advantage is that 


another 
the many discussions of current prob- 
lems that inevitably arise at them. 

In addition to being free to call 


through our 


upon practically anyone in the or- 
ganization to serve on committees, 
we are authorized when and as we 
see fit to hire or otherwise get help 
for special investigations or other 
work that will take more time than 
committee members can spare. 
ADVERTISING MANAGER, 
New York. 
7, VV 
LIFT TO VICTORY 
To tHe Eprror: The design on the 
enclosed button, we feel, is a new 
twist to the familiar “V-for-Victory” 
idea. It’s not hard to tie in an ad- 
vertising campaign, or a shop morale 
building program, if the company 
name is “Vultee” or “Vulcan,” or has 
Bee 


what can you do with “Globe”? 


somewhere in its spelling. But 


And so we did tricks with the word 
“life” and “lift” is symbolic of 
Globe’s manufacturing 
auto and bus lifts, boat lifts and in- 
dustrial lifting, loading and materials 
Every employe 


activities in 


handling equipment. 
in our Philadelphia and Des Moines 
plants is wearing this button now. 
Large cut-outs of the design are fea- 


56 


tured in our factories. The “V-lift” 
idea is the spark plug behind our pro- 
duction pep-up program. 
Arcus Lewy, 
Manager, Advertising and Sales 
Promotion, Globe Hoist Company, 
Philadelphia. 
- - = 


COLOR BACKGROUND 

To tHe Eprror: I am sending you 
herewith a second in the series of 
Holliston Mills’ institutional adver- 
tisements, which appears, as did its 
predecessor, in the Publisher's Week- 
ly and Bookbinding and Book Pro- 
duction. 

As you probably know, cloth used 
in the binding of books is purchased 
on the basis of price, grade of cloth, 
type of finish and color. In recent 
years the last named has become par- 
ticularly important, owing to new 
trends in industrial design (which 
obviously includes the packaging of 
books) and to the fact that selection 
of cloth is increasingly made by a 
group of book design specialists 
rather than—as in the past—by hard- 
boiled a 


“manufacturing men” who 


NOTHER WAR. 
in the Middle Ages forced 
English and French dyers 
op find a substitute for 
madder, the supply of - 
which was conerolled by 
che Dutch Guilds. This 
led @ the discovery of 
a beautiful red dye ex: 
tracted from species of 


(or rede bud tre) were used by 
the ancient dyers for their 
deep reds, blues and purples 
Sh got its name because Judas 
Iscariot hanged himself 
from it; the tree was sup- 
posed to have changed 
its hue in _ 
shame. \ ™“~ 
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THE HOLLISTON MILLS 





were more interested in other factors 
and generally thought that any color 
would do “provided it was red or 
green.” 

Of course, the gray goods market 
has been considerably upset by war 
shortages; but here the expectation 
is that publishers and binders will be 
able to shift from grade to grade 
and will perforce use what is avail- 
able. On the other hand, the short- 
ages of dye stuffs, and the govern- 
ment prohibitions of certain “critical 
colors,” are really a tough nut to 
crack because the  artist-designers 
have been pretty well spoiled through 
the great varieties of shades which 
were available to them until now. 

Realizing that a new approach to 
the whole problem of color was called 
for, the Holliston Mills decided to 
devote its trade advertising to this 
subject, at the same time carrying 
on research and experiments in new 
processes which, when completed, can 
be made part of the series. The two 
advertisements which have already 
appeared are, therefore, preliminary 
considerations; they have already 
aroused wide interest in the trade and 
we believe they are having a salutary 
effect in getting the men and women 
responsible for the design of books 
thinking in terms of what can be 
done with the materials available in 
stead of mourning inescapable losses. 

FRANKLIN SPIER, 
Franklin Spier and Aaron Sussman, 
Inc., New York. 


, VY 

REASON FOR RESULTS 

To tHe Eprror: The writer has 
always felt that a great many claims 
for successful advertisements are tied 
to the ad, when it is the product itself 
that deserves the credit. I have been 
to many meetings and heard speakers 
get up and tell about the marvelous 
success of this letter or this ad, and 
in the majority of cases have felt that 
the product was the reason for the suc- 
cess. In other words, if I wasn’t in 
the market for such an item I would 
not buy it regardless of how good the 
letter or ad was, and yet these claims 
are made quite often—that it is the 
ad that brought in the results. O! 
course, we realize that some adve! 
tisements will pull better than othe: 
simply because of their inherent a! 
traction value and selling ability. 

Another slant along this line is tha 
we advertise periodically in Tool E: 

(Continued on Page 98) 
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Advertising At 
The Cross Roads 
@ HOW ADVERTISING performs in the 


next six months will go far toward influencing 
its position for the balance of the wartime 
period. Although advertisers have slyly probed 
to feel out Washington sentiment on the subject, 
it has been only recently that blessings have been 
put on advertising along with an expressed hope 
that it shall be used rationally and specifically 
to aid the war program. 

At the present, reasonable advertising costs 
are admissible in war contracts when profits are 
checked. Members of the Department of Com- 
merce have publicly voiced their approval and 
urged continuance of useful advertising. Price 
Controller Henderson has approved more of the 
“right kind of advertising.” Most. recently, at 
the convention of the Advertising Federation of 
America, President Roosevelt pointed out that 
“for the duration there will be a diminution in 
product advertising, but this does not mean an 
end of advertising,” and declared “there are 
many messages which should be given the public 
through the use of advertising space.” 

All this seems to indicate very clearly that 
while there is sympathetic understanding of the 
cause of advertising, it is being watched care- 
fully and, in mind, has been assigned an impor- 
tant role in the nation’s war effort. How well 
this materializes, therefore, will determine how 
favorably advertising emerges from the war. 

Generally speaking, advertising, in the indus- 
trial field especially, is doing a fair job. How- 
ever, the situation is nothing to be complacent 
about and it is good that the matter is being 
given special attention at the War Conference 
of the National Industrial Advertisers Associa- 
tion. Encouraging is the fact that so many ad- 
vertisers are interested in doing something about 
it and will travel hundreds, and in some cases, 
thousands of miles to do it. Members of the 
NIAA have long had the reputation of being 
good scholars, and that, no doubt, is the basic 
reason for the organization’s phenomenal growth 
and the parallel record of improvement in indus- 
trial advertising. 

Business papers play such an important and 
leading role in most industrial advertising cam- 
paigns that they have become fairly synonymous 
with industrial advertising. And in this regard, 
what James H. McGraw, Jr., president, Mc- 
Graw-Hill Publishing Company, at the recent 
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meeting of the Associated Business Papers paint- 
ed as the responsibility of business papers in the 
war effort for the welfare of the industry as 
well as the country seems to apply equally as 
well to advertising. In the following excerpts, 
the word “advertising” might easily share with 
“business press” reference to the past as well as 
to the future responsibility: 

“The business press has played a significant 
part in this country’s development for more 
than a hundred years. Its energies have always 
been devoted to speeding the development and 
increasing the efficiency of our means of pro- 
duction, distribution, and other vital services to 
the public. On the foundation of economic 
strength have been built the great privileges of 
universal education, protection, and preservation 
of the nation’s health, and all those peculiarly 
American advantages that have constituted the 
American Way of life. On this foundation 
must be built the coming world. peace if our 
civilization is to survive. 

“But no matter how well the business press 
has served the peacetime aims of the nation, it 
cannot live on its past record—it must continue 
and greatly intensify its services to the all-out 
conversion of our economic strength to the war 
effort or it will die... 

“However exacting our task under peacetime 
conditions, it is far more urgent and exacting 
today. Neither the scope nor the tempo that 
might suffice for the exchange of business and 
industrial information in time of peace will meet 
the demands of war, and for important reasons. 
In the first place, the distinctive yardstick of a 
war economy is time, rather than money. War 
achievement is measured by time saved rather 
than money saved. So it becomes essential that 
responsible management put a new premium on 
time. It must have its information served swift- 
ly as well as accurately. No time can be spared 
to let the news of new developments in materials, 
methods, and tools find its way from industry 
to industry, or shop to shop, by any but the 
swiftest means. The men on the industrial front 
have no time to learn new methods by experi- 
ment or rule-of-thumb. Every industrial worker 
must be able to share the experience of others 
just as soon as it can possibly be made available 
to him. Mass learning through mass teaching 1s 
the only way of beating the new time schedule.” 

And in that splendid program, let the right 
kind of industrial advertising and the business 
press go hand in hand to victory. 
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p> SECTION | POOLING OF POWER AND STEAM 


Will give specific examples of power problems 
that have been solved by cooperative action, 
and cover the practical questions that must be 
answered by both utilities and industrials—for 
example, transformers, switching equipment, 
protection, load dispatching, metering and 
accounting. 


p> SECTION I! — POOLING FUEL AND ITS STORAGE 


To include an up-to-the-minute analysis of the 
fuel situation, examples of how the supply can 
be shared, joint use of storage space, and the 
questions involved in storing maximum quanti- 
ties of coal and oil. 


p> SECTION 1!!— POOLING EQUIPMENT, SUPPLIES 


How transfers of equipment from one plant to 
another may be made, if necessary. Will con- 
tain case histories of pooling spare parts and 
supplies among industrials and between indus- 
trials and utilities in certain areas. 


p> SECTION IV — POOLING MANPOWER and BRAINS 


More case studies, showing how operators and 
maintenance men can be transferred from one 
plant to another as conditions dictate, how they 
can be trained to handle the wide variety of jobs 
required by war needs. 


This issue of POWER will serve an exception- 
ally large audience of engineers and power 
executives. For you it presents an opportunity 
to serve and profit—serve by helping your cus- 
tomers and prospects with advertising that 
contributes important product data, suggestions, 
ideas and practical information on uses, appli- 
cations and operation; profit by building last- 
ing prestige, valuable goodwill and enduring 
friendships. 


ELL 


“ 
SGRAW-NILL PUBLICATION © 330 W 42nd ST., NEW YORK 


Septemb. black forms close August 18, color forms 
t 12, for complete plates. For material to be 
‘tin type, piease have copy and cuts in our hands 
St least tno weeks preceding these dates. 














Industrial Advertising Is Helping 
to Win the War! 


With America's mighty machines of production turned 


from lipstick containers to shell cases, from printing 
presses to gun mounts, advertising in industrial publi- 
cations has turned its power to serve the needs of a 


nation at war. . 


Here are some typical examples 
from current issues of POWER: 


. A meter manufacturer is 
showing his customers and pros- 
pects how to stretch steaming 
capacity and reduce fuel con- 
sumption. 


. A moker of electrical in- 
struments is using his advertise- 
ments to tell power men how to 
get more skilled man hours and 
greater plant output. 


. . » A company producing re- 
fractory lining for boilers is 
helping power engineers by 
showing how to get longer life 
and greater service from refrac- 
tories now installed. 


. A valve manufacturer, in 
a series of picturized advertise- 
ments in POWER, is presenting 












best maintenance practices to 
make equipment last longer. 


. .. A leading piping maker is 
helping engineers by solving 
current problems through its re- 
search and technical service; an- 
other is contributing by showing 
how substitutes can be used. 
. . . Another valve manvufavtur- 
er is showing how to train new 
men to keep pipelines at top 
operating pitch. 

.. . Still another POWER adver- 
tiser is aiding power engineers 
by showing new uses for his 
products, uses that will solve 
many pressing problems of today. 


And so on. Advertising like this 
is speeding the war effort, be- 
cause there is a job to do today 
and industrial advertising is the 
quickest, most efficient means 
of doing it. 








To help you in planning for this outstanding 
number, we have prepared a 12-page booklet 
giving specific data on editorial plans, includ- 
ing typical examples of helpful and informa- 
tive advertising you may find suitable for the 
September issue. Just drop a card or note to 
POWER, 330 W. 42nd St., New York, N. Y., 


and we will send you a copy by return mail. 
















..-“where was Jim when you heard from him last?” 





ND ON YOUR REPLY c che innecent quesnce—uales you kaow 
he ome whe athed the quewmwe iacmetely of haow detaserly char 
hue Amercan petrotum cannot be questioned say more than your 
own-on your reply, we cepeet, may depend che life of your Jim and 
many of bes ommredes 
A 
Rec suse the walls have ears snd kame tongues and willing cars work 
eogecher ty pros ude caturmatvan theta te of great heart: wm the (oman 
enemy and of tremendous danger w the Amerns you haow and love 


Preposerous’ Let us we 


And bev suse we realise that most goad (insees do aot suspect the rae 
ataans of wartame expronage by enemy spy service and fhfth colume 
adherents ee are goong co publish the vaformation chat you need amd 
an use w combet the enemy from where you are im your home. at your 
mohine on your office. at your school, church aad fraernal order of 


wm eon lub meetings amd pey tort ourwetves 


The «© the Geet of « series of such stasement of fact: and advice chart 
we hope for your sake you well read carefully and thoughtfully The « 
mux to be based open eapresed «us aotw be politcal propagands 

* oot backed by those with “se axe co grind” It «@ backed by large 
employers of working mea sed women powbly employer of members 
of your family of your aeghhors families, people you khaow It has ao 
metive bur one help you guard your tongue against giving any iator 
matron that may be of value to the enemy. thet in ture aught prove the 
meen: of bringing persona! disaster wo your owe home aad loved ames. ther 


might help the enemy ia 4 way that you would sever suspect @ as possible 


If we can do this, sad procect « member of your family by providing 
you with the correct informanon, we will feel recompeased for our 
vovesument, because the jabs member of your family has in aay of our 
pleow depends upoo the wafer) of those plane. aad 10s protection against 
sabecage or damage from within by ememy ageat or those & ho sympathise 
with and are willing to and the enemy 

+ . * * 


Aad w we ell bogie with Lesson Number One—cantied, 


“Dent Telk Teo Mack To Strangers” 
Remember that the “missing link” aewded by an enemy to complete 


the pecture pusrie he has peeved cogether over months or year, may be 


yust che orvfiag. commonplace (hance remark you @ake, the answer 
you give © someone you dont know well, the lemer you write or the 
pane ard you wad the uresponuble chatter eth a neat door aeghbor 
repested wm someone wham orther you sor your anghbor heoes A 
father willongly discusses her soe im the mulitary or aaval services, 6 
brother dust usses hes brother, a sister descusses her brother or umle or 
father a wife brags about her relatives in uastorm You eed remember 
but one thing—«f you say someone «sin the Army or the Manme Corps 
or “the Navy"—you have said enough—to srengers And just shout 
reeegh w your trends 


* . 7 * 


There are no extenuating circumstances, such as a chance tavern acquaint 
ance proving to be friendly. What do you heow shout him anyway 

Bewdes, you ll aot secessarnly remember what you have sand. co eho 
you saed «of where «t was sand But someone you talk wm may remember 
what you said long enough tw repeat it w willing ears that will use that 
information—and send the Boy Next Door out upon the seas on a ship 
earmarked for doom, send him to flaming, struggling death in a see 
covered woth blazing o:l—when had you held your congue he might 
have reached his destinatioe safely Atempang tw frighten you’ Wel 

yes uf trigheeming you 1s the only way w make you watch your Mep whea 
talking to strangers—then frighten you we must of risk your ume tuag!y 
complacent alliance with the enemy who never sleeps bec suse there are 
s0 many of them right here in Amerwa' 


Aad w we conclude the fre of these discusmons intended to bring co 
your attention what you can do t fight the enemy —by withholding 
from hum unformanon he may aot have. aad would hhe tw get Aad «+ 
2 job wo get | $0,000,000 people together on the one shea of mot HELPING 
the enemy. Ic seems as if it would be simple, but so long af people are 
careless, unafrad of coatequeaces, reckless of converanoa, just so long 
ts the job one for which every true American has 4 responsibslity he can 

fot shift w another—tor the uae tung saboteurs (aa be just as dangerous, 
yust as deadly, just as costly un Amercan lives as the pari enem) agen: 

shen or otherwise, whom at least we can diwover, watch and eventually 
confine or compel to face « firing squad. As once was said, “I can defeod 


myself against my enemies, but God protect me from my frends 


DON'T TALK TOO MUCH 
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This copy appearing in full-page size in “The Cleveland News" last month with the signatures 
of nearly sixty industrial companies in the area, was the first of a twenty-week schedule designde 
to bring home to the public the need for full codperation in the many phases of war. The 
campaign was planned and prepared by John C. Stephan, Cleveland industrial advertising 
agency head, and will be syndicated to newspapers and magazines throughout the country 
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Bausch & Lomb 


their own struggles for independence, 
we might strike a responsive chord if 
we could find a way to do it without 
offense. The agency immediately ac- 
cepted the idea and utilized it in copy 
designed to awaken Latin American 
sympathy for the present work of 
Bausch & Lomb in aiding the United 
Nations in their fight for world free- 
dom from tyranny. Such sympathy 
once aroused, could be translated into 
the personal sacrifice of these Latin 
American doctors and scientists in 
foregoing the instruments they so bad- 
ly needed in their service to their own 
people, for the sake of a greater cause 
of hemisphere or world freedom. 
Collaborating with Mr. Williamson 
and Mr. Husson, the advertising agen- 
cy developed the theme into an insti- 
tutional campaign, glorifying a hero 
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from each country of Latin America 
in turn. Considerable research was 
given to the selection of the heroes, so 
that no country would be slighted. 

Any suggestion of commercializing 
the great men of these countries would 
have been as detrimental as though 
some foreign firm were to try to 
utilize George Washington to sell 
Americans its products. The follow- 
ing typical advertisement, translated 
into English, indicates how this deli- 
cate problem was handled, to the satis- 
faction of Bausch & Lomb and its 
Latin American customers: 


Viva el Espiritu de San Martin! 


Leaving Spain and his admiring king, 
Jose de San Martin said, “Forsaking my 
fortunes and hopes, I desired only to sacri- 
fice everything to promote the liberty of 
my native land.” This spirit of self-sacri 
fice for noble aspirations is typical of 
Latin-Americans 

Today another, though less burdensome, 
self-sacrifice is necessary The United 
States Government has placed on Bausch 
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& Lomb the responsibility of supplying 
optical equipment for the defense of the 
participating democracies. Naturally, this 
delays the delivery of Bausch & Lomb 
products for civilian use. Desirous as we 
are to fill every order promptly, we will 
not lower our unsurpassed quality; for, by 
racial inheritance and age-old culture, 
Latin-Americans prefer only the best 
available. 

Bausch & Lomb precision eyeglasses are 
still available. Optical instruments are 
subject to unavoidable delays. 

BAUSCH @& LOMB 
OPTICAL CO., ROCHESTER, N. Y., 
B. U. A. 

Established in 1853 
An American Scientific Institution Pro 
ducing Optical Glass and Instruments for 
Science, Education, Research Industry and 

Eyesight Correction. 


Since it was desirable to give the il- 
lustrations of the advertisements a very 
distinctive scratchboard 
drawings were suggested by Mr. Wil- 
liamson. Done by John C. Kelley, a 
Rochester artist, the drawings have 
contributed a feeling of “fine art” to 
the series. The campaign is currently 
running in America Clinica, A Fazen- 
da, El Farmeceutico, La Hacienda, 
Norte, Selecciones del Reader’s Digest, 
Selecoes do Reader’s Digest, Revista 
Aerea, Revista Rotaria and _ several 
magazines published for medical pro- 


character, 


fessions in the various countries. 

Each month, Bausch & Lomb dealers 
throughout Latin America receive a 
colorful display card carrying the ad of 
the month. These are of the same high 
quality as Bausch & Lomb domestic 
display cards. 

So favorable has been the effect of 
the campaign that Bausch & Lomb has 
received commendatory letters from 
customers and agents throughout Latin 
America. Magazine editors, who are 
not prone to praising advertising cam- 
paigns, have written several times to 
Bausch & Lomb and the agency, con- 
gratulating both on an outstanding 
contribution to the betterment of 
South American and United States re- 
lations. 

An editor of one of the oldest Latin 
American magazines wrote, “Your in- 
stitutional campaign is probably the 
finest that ever appeared in export pub- 
lications.” An advertising manager of 
one of the national food companies 
wrote the advertising agency, ‘Tl! 
there are advertising awards in 1942 
for institutional advertising, I should 
not be surprised if this campaign car 
ried off first honors.” Mr. Husson 
himself, joins with Mr. Williamson 1» 
saying, “This campaign, so unique 
Latin American advertising, is buil 
ing good will for us that will last lons 
after the present world war is ended 
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HOW TO READ BLUEPRINTS 


By Winheld R Burtieo—Dretting Dept Mead 
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The house organ is useful in educational 
work among workers. This page from “Hill 
Page” shows how C. V. Hill & Co., Inc., 


gives workers a course in blueprint reading 
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Employe Publications 


must be broken in, older men must 


be promoted. The house organ can 
suggest courses of training in the 
shop, at home, and at school. It can 


point to the skills needed most and 
hold forth examples of men who have 
through _ self- 


bette red themsel ves 


help. It also can carry on corre- 
pondence school courses in its own 
pages, as illustrated by the accom- 
panying article from the Hill Page, 
Many 


would be en- 


telling how to read blueprints. 
an ambitious worker 
couraged to learn that key men of his 
own company had started from the 
very bottom, and that the same op- 
portunities are still open. Needless to 
say, management should sincerely of- 
fer as well as publicize, every possible 


opportunity for advancement. 
Interpreting Company Policy 


An old adage says: “To know a 
person is to like him”—a truth that 
also applies between men and man- 
agement. Rules or regulations are 
accepted with better grace when their 
reasons are made known. Although 
it may be the foreman’s job to tell 
the men, explanation in a house organ 
can make that job easier, just as the 
educational effect of advertising facil- 


itates the task of the salesman. The 


publication of well studied words for 
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all to read alike also avoids the con- 
fusion caused by the varying inter- 
pretation of rules by different fore- 
men. Occasions requiring explanation 
arise continually, due to changing pol- 
whether 


cerning some such trifle as the use of 


icies and conditions; con- 
the automobile parking lot or some 
such major concern as a change in 
wage scales. 

Workers want to be let in on the 
problems of management—they want 
to know the aims, objectives, history 
and status of the company upon 
which their livelihood depends. They 
want to be a part of the organiza- 
tion, so why not tell them, for in- 
stance, of large orders, of competitive 
related industrial de- 
velopments, and of any other perti- 


conditions, of 


nent news, ideas or situations either 
inside or outside of the company? 
Nowhere in the world can a worker 
in any one particular factory find a 
general newspaper devoted to the one 
thing that 
job. That is the function of the em- 
ploye publication. 


interests him most—his 


All Spiced With Human Interest 


Just as the old high school “Bulle- 
tin” builds up school spirit, so can a 
company paper company 
spirit by telling of the activities of 


build up 


the company baseball team, the com- 
pany bowling team, the company Red 
Cross drive, and other activities. Hob- 
extra 


bies, sports, friendships, and 


curricular activities both make life 
more pleasant and create attachment 


for the company, serving to check 








There is no easier or better way to create 
good will and friendships among employes 
than through personal news items and photos 
in the company paper, such as is done in 
this picture page from "The G-E Monogram” 
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labor turnover and to make the “old 
shop” a more pleasant place to spend 
the day. 
Furthermore, it is 
to be interested in your neighbor—at 
home or at the bench. You want to 
know about his health, his family, and 
his exploits. You are interested in 
looking at such things as the illus 
Pictures” re 


human nature 


trated “Personals and 
produced in the “Monogram,” pub 
lished by General Electric Company 
It is these personal notes, read so 
eagerly, that serve as a sugar-coating 
to-the more serious and important mis- 
sions of the house organ. Half and 
half—half personal and half 
business news—makes a practical for- 
mula for the house organ editor. Let 
him neither fail to recognize the im- 
portance of legitimate propaganda nor 
the necessity of making the stuff 
readable and human. All work and 
no play certainly makes dull reading. 
Similarly, all type and no pictures 
makes the reader turn instead to 
Life and Look. 

Thus the employe house organ can 
be made a powerful tool of produc- 
tion, creating employe good will, se- 
curing coéperation, promoting oper- 
ating efficiency, increasing produc- 
tion, saving waste, improving work- 
ing conditions and making the plant 
a place of which men say—‘It’s a 


news 


good place to work.” 


Three Additions to 
Chirurg Staff 


J. J. Slein has joined the James Thomas 
Chirurg Company, Boston, as a member of 
the plan board in charge of merchandising 
activities. Mr. Slein was formerly assist- 
ant sales manager of Graton & Knight 
Company, Worcester, where he had been 
for twenty-five years, specializing in work 
ing with mill supply distributors. 

Pauline Maloy, previously assistant 
the advertising manager, Employers Liab 
ity Assurance Corporation, Ltd., is now 1n 
the copy department of the Chirurg « 
pany, replacing George Neice, now at 
sign in the Navy 

Mrs. Halcyon Higginson, formerly 
Lavin & Company, replaces Al Grieb, now 
in the Army, in the production depart 
ment. 


Harry V. Jamison Retires 


Harry V. Jamison, advertising divi 
Carnegie-Illinois Steel Corporation. 
tired June 1 after several months’ ill: 
Mr. Jamison was senior advertising of! 
in the entire United States Steel or 
zation, having had thirty-eight yea: 
active service with its subsidiaries 


Hoover to Cardox 
Robert L. Hoover has been app: 


assistant advertising manager, Cardox 
poration, Chicago. He had formerly 
art director and production mat 
Chicago 


MacDonald Potter, Inc . 








10r 
uff 
nd 
ng. 

res 


to 





Selling electrical products to war industry 
is a complex job. Buyers and buying influ- 
ences are not always known, and in many 
cases are not accessible. Even the jobs, 
themselves, are sometimes not common 
knowledge until orders have been placed 
and construction is about to start. 


Under such circumstances, Electrical Con- 
tracting’s service has grown increasingly 
important. Its readership among electrical 
men in war industries and government serv- 
ices has been well established through the 
years, and today those readers find in the 
editorial pages—and in the advertising too— 
the answers to current electrical problems. 


Consider this five-way approach to the kind 
of high priority orders that every manufac- 
turer wants: 


Industrial Electrical Contractors 


From the vast Ford Willow Run plant (the power system of 
which was installed by the John Miller Electric Co. of Detroit) 
to the smallest conversion job, electrical contractors are busy 
doing essential war work. Electrical Contracting numbers among 
its readers over 8000 of these key men. 


Electrical Department Heads 
in Large Plants 


In the plants large enough to have their own electrical depart- 
ments, Electrical Contracting reaches the men who specify, 
install and maintain the electrical equipment. Total circulation 
in this group numbers close to 5000, and is growing rapidly. 


Government 


Electrical Contracting has strong circulation in the Army, Navy, 
Various government procurement divisions, ete—the men who 
are handling the electrical end of things for Uncle Sam. 


Motor Service Shops 


These are the men who are keeping industrial wheels turning 
by rehabilitating old equipment such as motors and transform- 
ers. There are over 2000 subscribers to Electrical Contracting 
in this group, and they represent a huge market for materials, 
Parts, tools, etc, 


Consulting Engineers, Electrical Inspectors 


Con.ulting Engineers design and specify—electrical inspectors 
app’ ove the installation. Electrical Contracting has many read- 
ers both groups because its editorial interest bears directly 


on te work they are doing, 


2 INDUSTRY 


How to Advertise Productively 
in Electrical Contracting 





The best way to assure readership and re- 
sults is to put information into your adver- 
tising that is needed—that will help readers 
cope with current conditions. Here are just 
a few of the problems facing electrical men 
today ... surely your product or service 
can aid in solving one or more of them: 


ELECTRICAL MAINTENANCE is a 24 hour job today. 
Products are needed that can aid in preventive maintenance, last 
longer, carry overloads, be easily repaired. 

SCARCITY OF SKILLED LABOR means that every hour of 
work must bring maximum results. Anything your products can 
do to reduce installation time—any trick to cut corners—is a 
vital contribution. 

FLEXIBLE WIRING SYSTEMS are essential in conversion 
work, where changes must be anticipated and highly flexible 
distribution systems for overhead and under-floor wiring are 
desirable. 

REPAIR PARTS are in far greater demand, as old equipment 
must be kept in operation. Manufacturers of materials and 
parts have an important story to tell. 

SABOTAGE must be guarded against with protective lighting, 
alarm and control systems. Blackouts, too, present a host of 
new problems, 

MORE POWER from existing systems is needed . . . involving 
instrument surveys, power factor correction, other plant efficien- 
cies 

GOOD LIGHTING is essential today, for three-shift produc- 
tion. Electrical men want to know performance characteristics 
of your fixtures and auxiliaries, equipment now available, details 
on installation, etc 

SERVICE and DELIVERY are important. SUBSTITUTE 
MATERIALS are of interest. JNFORMATION, of a wide 


variety, is needed by new men at new kinds of work. 


If you have any specific problems, write our 
Market Research Department—continuous 
contact with readers, in the field, has re- 
sulted in a mass of up-to-the-minute data on 
war-time marketing problems. 


Further, the new “Guide to Effective War- 
Time Advertising”, issued by Associated 
Business Papers, provides additional mate- 
rial on good business paper advertising. 
We'll be glad to send a copy, without charge, 
to manufacturers and advertising agencies. 
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‘Red Wabbler says: 


Peony thing about relis they ein! 

he people when & comes te cootin 

of. Ma, | lke te got under « cold 

shower quick when I'm het but « 

roll needs ro coe! off reo! stow like 
when | gets heated up other sme is fikely to fire 
creck spell. or just neturally broek in two. 


Oe get ee wrong em ne ote 
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Wabbler says: — 


fun your finger along the tep of 

* that roll, Mister. Smooth, cin't bt 

Kinde Uke yer best gals tece. only 

not quite co werm. Give & « lene 

core Ghe che does her force an’ & 

last « long time Wher # begins to tee! rough 
when you touch it. then it's time to heve lt redressed. 


IT PAYS TO BE 


SOCe meee wemmmree 


Mackintosh-Hemphill Company, Pittsburgh, is distributing a series of humorous posters empha- 


sizing fundamental ‘don'ts” 


in the care of rolling mill rolls as a means of saving time and 


vital materials. They have been enthusiastically received. Illustrated by cartoonist Hungerford 
of "Pittsburgh Post-Gazette"; produced under direction of Ketchum, MacLeod and Grove, Inc. 
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Production Campaigns 


ire now being planned to trave! 
throughout the plant so the men who 
make but one little item can see how 
t goes to make up a completed prod 
uct. Building interest of the men in 
what they are doing goes a long ways 
toward increasing their enthusiasm so 
they are able to produce greater results. 


Much of this philosophy is also used 
in the “Work to Win” 
ng directed by John Coakley for the 
Thomas A 
Orange, N. | 


n addition to those ot general charac 


program be- 
Edison Industries, West 


In the line of posters, 


ter (8) the Edison-Splitdort Corpora 
tron is using a series (6) featuring 


} 


the items being made and _ relating 


them to the war job they perform. 


This program embr ces all the cus 
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tomary activities and also includes 
pooling of transportation for workers. 
The Westinghouse Lamp Division 
has coined a character known as “‘Jap- 
Germ” which is being used in a series 
of cartoon-type posters (2). 
Harnischfeger Corporation, Milwau- 
kee, has been very successful with its 
“Beat the Schedule” program in which 
it uses posters prepared by the Mil- 
waukee group as explained last month. 
It also features “Ten Commandments 
of War Production” 
the plant and has 


on big posters 
(3) throughout 
large Neon B’s which flash continually 
to remind workers of the slogan. Sales 
promotion manager Edward T. Slack- 
ford has devised some nov elty produc- 
tion scoreboards based on the idea 
of loading a train of cars with the 
period’s quota. Once when the train 
was loaded, he brought a band into 


the plant and staged a parade which 


ended with the men pushing the last 
car of the quota out of the plant. They 
enjoyed it. 

The safety element is being given 
special attention in the program of 
Manning, Maxwell & 
Bridgeport, in which posters (5) in- 
terpret the cost of accidents in terms 


Moore, Inc.., 


of war equipment. 

The Bullard Company, Bridgeport, 
is distributing $30,000 of War Stamps 
weekly among employes for prompt, 
regular and continued attendanc« 
Those winning stamps then become 
eligible for a weekly drawing of $95' 
of War Bonds. 

To stimulate the payroll allotment 

plan, The Dumore Company, Racine, 
Wis., holds a drawing each week for 
a War Bond, only those signed for 
the plan being eligible. This company 
has added a number of extra janitors 
in order to keep the plant especially 
clean as a contribution to the workers’ 
morale. 
Among other activities, Alllis- 
Chalmers Mfg. Company, Milwaukee, 
has launched a “War on Waste” cam 
paign in its offices, similar to that of 
Hercules Powder Company reported 
last month. A booklet, “It’s the Lit- 
tle Things that Count,” points out the 
importance of conserving ofhce sup- 
plies and tells how to prolong the life 
of office equipment. 

Federal Products Corporation, Prov- 
idence, is issuing “U. S. War Worker” 
Cochrane Corpora- 


battle 


colored 


pins to employes. 
tion, Philadelphia, marks the 
lines on a world map with 
pins. Republic Steel Corporation is 
issuing a series of conservation post- 
ers on stainless steel directed to specific 
industries. And scores of companies 
are issuing new employe publications 
and booklets of various nature to keep 
workers pepped up and informed. The 
majority of production promotion pro- 
grams are having their desired effect. 
It appears that what workers want 
most is to be kept in the “know” an 
to see that the results of their effor 


are recorded. 


Mae Myce ore 


Ve 


KEEP ON PRODUCING... 








Manning, Maxwell & Moore, Inc., utilizes 
initials in designing this production post 
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and... 
how many melting units are there? 


In times like these capacity is an exact index to an industry’s 
requirements . . . Capacity of the Foundry Industry is broken 
down by kinds of metal poured, types and number of melting 
units, and size of the industry by geographical location in this 
new market study . . . For an accurate basis of determining the 
Foundry Industry's market and requirements get your copy of 


“The Foundry Industry”’ today ... Write... 


FOUNDRY— 


PENTON BUILDING + CLEVELAND, OHIO 


THE 








BG Metals Are Cast... You'll Find... 














When the date of the NIAA Atlantic City Conference was changed suddenly last month to 
June 29-July |, it meant a four-month job had to be done in less than a month's time. The 
general committee lost no time, rolled up its sleeves and went to work, as may be seen in this 
view. Seated around the table from the left are: W. A. Antener, Walker-Turner Company; 
Samuel E. Gold, Lignum-Vitae Products Company; Fred H. Pinkerton, formerly with United 
States Rubber Company, Mechanical Goods Division, now with Schenley Distillers Corpora- 
tion; Miss Gladys Corbett, Driver-Harris Corporation; F. Scott Pattison, G. F. Basford Com- 
pany and president, Industrial Advertisers Association of N. Y.; Mildred Webster, NIAA 
headquarters secretary; K. W. Bailey, conference chairman, Thomas A. Edison Company, Pri- 
mary Battery Division; Ed Pechin, E. |. Du Pont de Nemours & Co., Plastics Division; Roy 
Gurley, Simmons-Boardman Publishing Company; Sid Webster, Bendix Corporation, Eclipse 
Aviation Division; Howard Ely, “Industrial Equipment News"; Harry M. Carroll, Hyatt Roller 
Bearings Division; Truman Young, Pyrene Mfg. Company. Standing, Herbert V. Mercready, 
NIAA president, Magnus Chemical Company; Richard S. Hayes, The Okonite Company; Clay- 
ton Ellis, Elastic Stop Nut Company; John Coakley, Thomas A. Edison, Inc., program chairman 


[CONTINUED FROM Pace 15] 


NIAA War Conference 


training in industry through adver- 
tising, motion pictures and slidefilms, 
service manuals, training schools, field 
service, etc. 

(3) Industrial advertising for the 
postwar period. This classification 
will include complete postwar plans 
outlining necessary steps in connec- 
tion with issuance of house organs, 
direct mail, business paper advertising, 
catalogs, and personnel training for 
sales promotion work. 

Sidney H. Webster, 


Ec lipse Aviation 


advertising 
manager, Division, 
Bendix Aviation Corporation, Bendix, 


N. J. 


in charge of the war advertising port- 


is chairman of the committee 


folios. 


Other Activities 


Exhibits by suppliers will be held 
as usual but will be confined to stand- 
ard booths rather than the customary 
elaborate exhibits because of transpor- 


difficulties. The 


character ot 


tation educational 
the exhibits, however, 
will be preserved. 

An unusual number of members are 
taking their wives to the conference, 
according to advance registrations. A 
busy program has been planned for 
them by Gladys Corbett, advertising 
manager, Driver - Harris 


Harrison, N. 


dies’ entertainment committee. 


Company, 
J., chairman of the la- 
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Although the character of this 
year’s conference has changed consid- 
erably from original plans, the twen- 
tieth anniversary of the NIAA will, 
nevertheless, be celebrated at the ban- 
quet in the evening of the second day. 
Presidents of all twenty-five chapters 
and all living past presidents of the 
association are expected to participate 
in the ceremony. 

The annual banquet will be the 
highspot of the entertainment features 
of the three-day meeting, which also 
includes a reception by publishers and 
special motion pictures on the first 
evening. 

The conference is being sponsored 
by the Industrial Marketers of New 
Jersey, NIAA chapter, of which Sam- 
uel E. Gold, sales and advertising man- 
ager, Lignum-Vitae Corporation, Jer- 
sey City, is president-elect. Mr. 
Coakley, conference program chair- 
man, is retiring president of the New 
Jersey chapter. 

Richard S. Hayes, advertising man- 
ager, The Okonite Company, Passaic, 
has been in charge of publicity for 
Pechin, 


advertising manager, Plastics Division, 


the meeting, and Edward J. 


E. I. du Pont de Nemours, Inc., Ar- 
lington, has directed the attendance 
promotion. 

The national association now has a 
membership of over 1,900 in the Unit- 
ed States and Canada and is the 
largest single advertising group in the 
world. W. D. Murphy, Reincke-Ellis- 


Younggreen & Finn, Chicago, was 


president during the past year until 


he resigned last month to join the 
Navy as a lieutenant, senior grade, 
stationed at Navy Pier, Chicago. He 
is a graduate of Annapolis and served 
during the first World War. Herbert 
V. Mercready, sales promotion man 
ager, Magnus Chemical Company, Gar 
wood, N. J., was appointed acting pres 
ident of the association upon Mr. Mur- 
phy’s retirement. Mr. Mercready ha: 
long been active in the association and 


has served several years as a vice-presi 
dent. He was founder-president of the 
New Jersey chapter and has been in- 
strumental in the formation of many 
other chapters. He is slated to be the 
next national president. 


Congress Frowns on Use 
Of Flag in Advertising 


A joint resolution passed Congress last 
month carrying a declaration that the 
American flag “should never be used for 
advertising purposes in any manner what 
soever.” The measure is merely advisory 
in nature and carries no punitive provi 
sions. It is the feeling among many cor 
gressmen that rules relating to the display 
and use of the flag in advertising should 
be left to the states, all of which have 
such statutes. 

The resolution contains a single para 
graph relating to advertising use of the 
national emblem. It reads in full: “The 
flag should never be used for advertising 
purposes in any manner whatsoever. It 
should not be embroidered on such arti- 
cles as cushions or handkerchiefs and the 
like, printed or otherwise impressed on 
paper napkins or boxes or anything that 
is designed for temporary use and dis 
card; or used as any portion of a costume 
or athletic uniform Advertising signs 
should not be fastened to a staff or hal 
yard from which the flag is flown.” 


Establish Award for Best 
Use of Business Papers 
The Chicago Business Papers Associa 


tion will make an annual award for tl 
best use of business paper advertising 
during the year, it was decided at the an 
nual meeting last month. The first award 
will be based on advertising appearing 
1942, and the announcement and pres 
tation will be made early in 1943 

The association, which plans to | 
an unusual trophy developed by a 
tinguished designer of national reputati 
indicated that while there are sever 
awards now made for business and ind 
trial advertising many of these are 
cialized to various types and field 
whereas the proposed award is to be gi 
for an over-all business paper advertis 
job, and may be won by either an 
vertiser or advertising agency 


N. Y. Sales Managers Elect 

New York Sales Managers Club 
elected William F. Arnold, general s 
manager of Underwood Elliott Fis! 
Company, president. Other officers ar 
vice-president, Herman Price, vice-pr‘ 
dent and general manager, Eagle Per 
Company; treasurer, Gilbert Lloyd Ki 
vice-president, Lamont Corliss Compa 
secretary, John William Johnson, sa 
manager, Dennison Mfg. Company 
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The Strange Case of 
American Central 


On page 55 of the June 1 issue 
of Time and on page 7 of the June 1 
issue of Newsweek (perhaps elsewhere 
as well) there appeared (See “Gal- 
lery’”) under a scratchboard scenic 
from the dawn-of-a-new-day school, 
the following prose which we would 
like to call to your attention. 

The title of this message is “WE 
BELIEVE”: 

We believe that American Arms in the 
hands of our fighting forces and those of 
our allies will bring the war to an early 
ind satisfactory end 

We believe that in the peace which is 
to follow a new conception of world in 
dustrialization will come into being 

We believe that the countless airplanes 
ind cargo ships of war will be assigned 
to the task of transporting American men 
and machinery to the job of making the 
waste lands of the world productive 

We believe that by this process a 
world-wide state of plenty will be created 
which will wipe out the causes of war 
1’ centuries to come 

We believe that American manufactur 
ers will be called upon to produce as 
freely in the peace times ahead as in the 
war times we now endure. We stand in 
the ranks of United American Industry 
eady, willing and able to work out the 
production problems of this peace with 
he same resourcefulness that has charac- 
terized the performance of Industrial 
America at war 


This was published over the signa- 
ture of American Central Manufac- 
turing Corporation, to whom we 
would like to pose the following 
questions: 

What do you make? 

Do you believe anyone will get 
inywhere near a tangible idea of what 
your particular type of “resourceful- 
ness” might be like? 

Do you make consumer or capi- 
tal goods? 

+. Do you have a trade mark? 


Are you a new concern (you 





Subsidized Publishing? .. . 
Copy Aimed at Postwar Markets... Some 


Fresh Ideas... Answering Today's Problems 


aren’t in the A-Z list in Thomas’ Reg- 
ister which lists over 70,000 Ameri- 
can manufacturers) ? 

6. Are you engineers or operators 
of high-production equipment, or 
specialists, or what? 

7. Does this ad, or does it not, 
represent what you think the New 
Deal would like you to be spending 
your money for? 

8. Did you run this ad _ because 
Uncle Sam is paying a large share of 
its cost? 


Now those last two are nasty 





The Copy Chasers’ 
Principles 
@ THE COPY CHASERS base 


their criticism of industrial ad- 
vertising on the following basic 
principles, which they use in 
their own daily chores: 


1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 


2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 
enough to make reading 
worth while. 


3. Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su- 
periority—readable, human. 


4, Copy expressing the prod- 
uct’s qualities in terms of 
benefit to the purchaser—but 
nothing exaggerated, noth- 
ing boastful, nothing the 
salesman himself would be 
ashamed to say. If necessary 
—good solid “reason-why.” 
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cracks, but we can’t tell from the 
tone of the message whether this com- 
pany is unaware of the fact that ad- 
vertising is under close governmental 
scrutiny or (just the opposite) wheth- 
er it is eager to espouse and preach 
the New Deal’s vision of the postwar 
world. 

On this subject, the booklet just 
published by the War and Navy De- 
partments, entitled “Explanation of 
Principles for Determination of Costs 
Under Government Contracts,” pro- 
poses the following astounding prin- 
ciple: 

As a general rule advertising is an in- 
admissible item of cost, on the reasoning 
that advertising is not required in order 
to do business with the Government 
However, certain kinds of advertising of 
an industrial or institutional character, 
placed in trade or technical journals, not 
primarily with the object of selling par 
ticular products but essentially for the pur- 
pose of offering financial support to such 
trade or technical journals, because they 
are of value for the dissemination of trade 
and technical information for the indus 
try, are not really an advertising expense 
to effect sales so much as an operating 
expense incurred as a matter of policy 
for the benefit of the business and the in 
dustry. 

If business papers accept this as sal- 
vation, they are shorter-sighted than 
we think they are. Subsidizing the 
business paper press by means of tell- 
nothing advertising at regular rates 
can be done only at the expense of 
reader loyalty. The value of 7x10 
white space is only in proportion to 
the average reader’s expectancy of 
getting something out of it. 

If business papers are to survive the 
war only through the aid of flap- 
doodle, their chances for postwar pros- 
perity become flimsy. We have al- 
ways maintained that the business pa- 
per is a market place, and we hope the 
proprietors won’t tolerate their prem- 
ises being so littered up with non- 
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<—=The “Gallery” 


sense that the customers will stay 
away in droves. 

It’s very easy, we admit, for us who 
don’t have to dig up the payroll to sit 
here and urge publishers to forbid 
acceptance of that type of advertis- 
ing; that takes real idealism. But we 
do suggest that if enough advertisers 
complain about the effectiveness of 
their ads being made to suffer by hav- 
ing to associate with bushwa . . . then 
maybe we'll be getting some place. 

Far better to keep the business paper 
press alive through direct financial 
aid than to prostitute the pages that 
the editors themselves have striven so 


hard and so well to make important. 


Postwar Planning 


It may very well be that American 
Central, unlike Magazine Repeating 
Razor Company, has no product like 
Schick Injector Razor that it used to 
to make for peacetime consumption 
and can return to after the war, so is 
consistently advertising in the mean- 
time. (See “Gallery.” ) 

It may very well be that American 
Central, unlike B. F. Goodrich, has 
no new products in its back pocket 
all ready to spring when the strings 
are untied. Goodrich’s Koroseal, for 
example, is a definite product-of-the- 
future and Goodrich is seeing to it 
that America becomes conscious of 
what a desirable item Koroseal is, well 
in advance of its availability. 

American Central may have no 
Schick Injector Razor, no Koroseal. 
Its product-of-the-future may be a 
matter for the readers of Time and 
Newsweek to suggest and decide. We 
don’t know ... but anyway, the 
Strange Case of American Central is 
an oblique, but pretty good, way of 
introducing a discussion of current 
institutional advertising in the busi- 
ness papers that looks over the hori- 
zon to observe the shapes of our brave 
new world. 

No. 1 job this very day is to use 
our advertising opportunities to make 
our strongest contribution to more in- 
telligent prosecution of the war on the 
industrial front. There are two parts 
to that—the spreading about of in- 
formation others will find helpful, 
and the carrying-on of internal adver- 
tising programs to speed production 
in our own plants. 

Both these subjects will receive 
much attention at Atlantic City—and 
may we, parenthetically, hope you 
will attend? Things have been hap- 


pening so fast that no one of us can 
say he is up-to-date on the problems 
and solutions of the moment. Partic- 
ularly in respect to individual war pro- 
duction drives, we believe you will 
learn a lot at this NIAA conference. 

So that’s our No. 1 job today—the 
war—and we've been talking ways and 
means in this corner for months. But 
a number of firms—and you'll find 
more and more all the time—are be- 
ginning to devote part of their ad- 
vertising to the preparation of a post- 
war market. It is not too early to 
start doing this—regardless of whether 
the war is successfully concluded this 
year (God willing!) or not for four 
or five. Markets can’t be conditioned 
overnight—particularly in the con- 
fusion that will reign during that 
“overnight” with every mother’s uncle 
trying to get back on board all at 
once. 

Even in the most normal of times, 
it takes many years in some cases to 
make a sale. Brand preference, com- 
pany respect, sales acceptance—are 
not to be bought by a sudden splurge; 
they are to be built up gradually, a 
little at a time. 

We don’t feel that a description of 
a firm’s “all-out production” for the 
Army or Navy is enough to “sell” 
those old customers and prospects-to- 
be with whom it has had to give up 
contact. It builds good will of a sort, 
yes—but only indirectly. The picture 
in A’s mind of what B- can do for 
him (A) fades as B continues to con- 
centrate on the story of his services 
for C. A is interested—but in a de- 
tached way. 

So we see a need for building a new 
element into your advertising—a 
promise of your postwar service, 
whatever that may be. 

You’d expect the “design” maga- 
zines to be carrying more talk of “to 
morrow,” but they aren’t. 

One of the few advertisers doing it 
is Johnson Bronze Com pany, but the 
proposition is presented, we think, 
stodgily: 

The period of reconstruction that { 
fows the present world conflict will brit 


new problems to your sales force Cor 
petition, supported by greatly enlarge 
facilities and enriched with present da 
experience will be keener than ever b 
fore. The product that delivers the mo 
eficient service at the lowest cost w 
command the market 
When you design your new prod 
start with the bearings. Call in 
Johnson engineer Permit him to sh 
you how Johnson SLEEVE TYPE Bear 


ings will deliver greater performance, lor 
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Netals and Alloy 


he Engineering Magazine of the Metal Industries 


UP647'N ADVERTISING VOLUME 


FOR FIRST 6 MONTHS OF 1942 


| M&A covers the practical engineering men who 


specify and buy in the Metal Industries. 


M&A is read and used because its editorial con- 


tent is geared to help readers in their jobs. 


M&A readers supervise and direct basic oper- 
ations in all the metal-producing and metal- 


. . 5 | . 
working industries. 


M&A 13,000-plus circulation is 100% volun- 
tary-—l0O% paid. 65% goes to home addresses 


by request. 


IF YOUR PROBLEM IS SALES OR SERVICE TO THE METAL INDUSTRIES 
IT WILL PAY YOU TO INVESTIGATE “METALS AND ALLOYS” NOW! 


The Engineering AB ABI 
Magazine 
of the 
metal Industries 


REINHOLD PUBLISHING CORPORATION - 330 WEST 42nd STREET - NEW YORK 





bearing life, smooth, quiet operation 
all at the lowest possible cost 


That, under the title of ““When the 
Sword Returns to the Plow.” 

Russell, Burdsall @ Ward Bolt and 
Nut Company offers designers a double 
service—one for the solution of cur- 
rent problems, another for designers 
who are “futurizing.” 

And Dow Chemical Company 
touches on it at the end of this copy: 

Out of the sea come millions of pounds 
of marvelous weight-saving metal—mag- 
nesium—-recovered by Dow from the water 
itself —to give speedier wings to our 
fighting aircraft today and to inspire 
designers and engineers alike to free 
America from useless weight by unre 
stricted applications when victory is won 

But it’s hard to find cases of delib- 
erate selling-for-the-future. 

A few advertisers touch on the fu- 
ture; but in a more hopeful than a 
constructive attitude. The Perfect 
Circle Companies, speaking to S.A.E., 
ask, “What lies ahead for engineer- 
ing?” but the answer is pretty vague 
(and not very helpful): “Tomorrow 
Perfect Circle will apply past experi- 
ence—and knowledge gained today— 
to develop and manufacture piston 
rings that will meet the new demands 
of peacetime.” 

This is echoed in Berger Manufac- 
turing (Republic Steel) 
promise that “during this war period, 


Division’s 


they” (Berger craftsmen) “will ac- 
quire further knowledge of better 
ways in which to apply sheet steel to 
improve products.” 

S. Morgan Smith Company, dis- 
cussing ““When Peace Comes,” assures 
the reader: 

And improved products will result, for 
we are carrying on our research, design- 
ing and experimental work with increased 
intensity for the duration, that we may 
continue to serve the hydraulic world 
with the faithfulness and thoroughness 
that have characterized our 66 years of 
experience 


Ingersoll Steel  Dise Division 


(Borg-Warner) predicts: 

The service IngAclad Stainless-Clad 
Steel is performing today will not be for- 
gotten In countless installations the 
economies it makes possible will give it 
an even greater peace time acceptance 

You see—nothing to sink your 
teeth into—no real facts to remem- 
ber. 

R. G. Haskins Company is a little 
more specific: 

Haskins Tappers bought today for war 
time production are standard machines 
equally suited to high-speed precision per- 
formance or peacetime work A few 
quickly-made adjustments—perhaps an in 
expensive change in the holding fixtures 

and your Haskins Tappers will be ready 


to he'p you hold down peacetime pro 
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KEASBEY & MATTISON "Qe)e 


duction costs—so that you can keep sales 
and profits up! 
Couid be more specific. 

United States Steel, in the consumer 
books, has a swell example of what 
we mean, suggesting to home owners 
how steel can be used (some day) 
to improve their houses—steel case- 
ment windows (let in more light), 
steel venetian blinds (easy to clean), 
steel insulation (fire protection), cop- 
per-steel gutters (longer-lasting), 
metal laths (holds plaster better). A 
lot of ideas to start percolating. Cer- 
tainly there are ideas Industry could 
be contemplating, too. 

Big Steel merchandises this cam- 
paign in the metal-working papers, 
and this paragraph from a_ spread 
entitled “Let’s look in tonight on the 
people who will buy your steel prod- 
ucts .. . tomorrow” is significant. 

We've staked a lot on Americans’ yen 
for planning ahead. We think it’s a 
mighty healthy habit—healthy for con- 
sumers—healthy for us who produce Steel 
and make Steel products. In fact, we 
think it is so important to our future 
and your future that we are devoting a 
large part of our consumer advertising 
campaign to encouraging people to buy 
Defense Bonds today for the things they 
want tomorrow and to make the U.SS. 
label an inseparable part of their plans 
for improving their homes with Steel. 

Keasbey ~ Mattison’s “Looking 
Ahead with Asbestos” advertising has 
been mentioned before. A recent piece 
of copy went like this: 

He who predicts a lusty future for 
K & M “Featherweight” 85% Magnesia 
is playing safe indeed. In any “tomor- 
row” visible from here, this great insulat- 
ing material is bound to click. For many 
of the Nation's leading industries have 
already proved it to be as efhcient an 
insulator up to 600° F. as they've been 
able to find. Proved and attested! A 
fuel and heat conserver of unmatched 
thriftiness 


And not only thrifty but tough! Two 
years spent in a sunken ship did not i: 
pair its efficiency; nor could the O} 
River's muddy floods do it any harm. 

When the demands of war relax and 
K & M “Featherweight” 85% Magnesia 
gets its honorable discharge, who can 
doubt that it will continue to get a tre 
mendous peacetime play? 

Meanwhile a pledge and an invitatio 
We shall continue our researches in as- 
bestos, seeking new uses for this gifted 
mineral; you in turn are urged to offer 
suggestions that might lead to asbestos 
helping you more. 


That’s good. That’s exactly 
what we have in mind: down- 
right selling-for-the-future; so 
‘credit to Allan Hovey of Geare- 
Marston, Inec., Philadelphia 
agency. 

Chesapeake and Ohio Lines are for- 
ward-minded, too (see “Gallery”), 
introducing a description of the in- 
dustrial area they serve, with this 
copy: 

Today this man is thinking five years 
ahead of his time. But his competitors 
don’t know it—yet. 

Later on when his company becomes a 
triple-threat in postwar markets , 
when his production costs are a third low- 
er . . . competitors will call him “lucky.” 
But he will remember that “way back in 
1942” he was planning for a hard-fought 
tomorrow .. . building up a mass of vital 
information . such as you will find to- 
day in a book called “The Chessie Corri 
dor—lIndustry’s next great expansion 
Area.” 

American Tool & Machine Com- 
pany tells about two success stories 
and headlines the ad: “36 inch That 
Blitzed a Scarcity in °42 ... May 
Widen a Market in °45,” suggesting 
“A Better Tomorrow Planned To- 
day.” 

Bethlehem Steel Company answers 
the question, “Why Advertise Mayari 
R When You Haven’t Any to Sell?” 
Though war needs have first call. . . 

That doesn’t mean there has been any 
cooling of our interest in those commer’ 
cial customers who under normal condi- 
tions would be today the biggest users of 
Mayari R. . . . In the meantime we want 
to keep them informed about Mayari R, 
and to tell them from time to time of some 


of the ways in which this weight-saving 
steel is contributing to the war effort 


Then comes a significant para- 
graph: 

There's another large group to which 
Mavari R advertising is directed: the thou’ 
sands of men who today are rapidly 
vancing to key positions m war indust 
Not only now but in facing future p 
lems many of these men may find it 
vantageous to know about high-ter 
weight-saving Mayari R. 


Yuba Manufacturing 
“Dredges by Yuba for the Futu 
urges preparing now for postwar ‘ 
erations: 

The dredge of tomorrow and the dr 


Com pan’s 
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ing helds of the future may seem to be a 
long way off, but proper thought today 
will provide you with a quick start when 
conditions are favorable. You can get the 
head start perhaps by using the facilities 
offered by the Yuba organization, one of 
long standing in the dredging industry. It 
1s probable that deposits now considered 
of marginal character will be dredged suc 
cessfully and profitably by equipment yet 
to be built, and which will incorporate 
new ideas to increase efhciency Plan 
ning in times of war for the wherewithal 
to earn a future living, and even hope tor 
a profit, is only one of today’s problems 
It is a problem to be solved if you expect 
to stay in business 

Graton & Knight Co., in describ- 
ing its ““Double-Duty Plan” for dis- 
tributors (1. To deliver today’s or- 
ders; 2. To Develop Tomorrow’s”), 
points out that part two is: 

A long-range campaign to sell men in 
charge of production, power transmission 
and machine design on the superior per- 
formance of Research Leather Belting 
with pivoted motor base. This is “the 
drive of the future”"—and we're setting 
our stake in it now, so that you can capi 
talize upon it in the future 


Then there's Electric’s 
baby-in-basket ad, “Electron’s 


General 
swell 
Child”: 


You are standing on the threshold of 
one of the most fascinating periods in the 
history of science—the Electronic Era! For 
despite the grim fact of war, a golden age 
of hope lies before us. Science is using 
the most elemental force of nature—the 
electron—to extend to incredible limits 
the power of the human brain and senses 


Then follows copy which tells— 
more specifically and certainly more 
colorfully than some other adver- 
tisers’ copy—the tricks that G-E lab- 
oratories can make the electron per- 
form for us in the better day to come. 

A final interesting application of 
this theory of sell-your-postwar-mar- 
kets-now is the little stamp that Lock- 
heed Aircraft Corporation inserts in 
a corner of its ads—‘‘All First Class 
Mail by Air 


It’s Coming!” 


What have you got—that’s “com 
ing’? 
Ideas 

Warner ©Swasey rate another in 


a long series of plaudits for the “Ideas 
tor Victory” campaign—contribu 
tions by turret lathe operators to the 
W&S shop bulletin and published also 
in W&S magazine ads so all industry 
can benefit. The operator whose idea 
is accepted has his picture printed, 
together with his “Idea for Victory.” 
(See “Gallery.” ) 

( om pressed Ai 


after ideas and offers cash prizes for 


Institute also is 
descriptions ot “some application ot 
compressed air which speeds produc 
tion (in your own experience or ob- 
servation ) Prizes have been doubled 
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“because of increased importance of 


compressed air in the war effort.” 


Victor Insulators, Inc., invite read- 
Mutual- 
they say, 


ers to “Join the Victory 


Assistance Club.” “Ideas,” 
“are often as potent as bullets against 


” 


the common enemy. Annual dues 


are “any idea that may help the elec- 
trical industry help the nation.” 

We're glad to see this free com- 
ideas. What a swell 
world we could build for ourselves 
after this war if we all keep up this 
effort to help each other do better 
a cause beyond immediate 


munication of 


work for 


profit. 
Want Ads 
Some people evidently had some 


experience with want ads pulling 
all these were found in the same issue 
of Electrical Manufacturing: 

G-E: “Wanted: 
Orders for G-E 
is competently described and its ap- 


Even More War 


Mycalex.” Product 


plications illustrated. (See ‘Gallery.”’) 

Corning Glass Works: “Wanted! 
200 More Ideas Like These.” 
photos of intricate glass shapes. (See 


Seven 


“Gallery.’”’) 

Im perial Molded Products Cor pora- 
tion: “Wanted: Molding 
Jobs.” Lots of illustrated 


Tough 
products 
ind fairly persuasive copy. 

Maybe “WANTED” is as good a 


way to start out an ad as “How to.” 


Round-Up 


Here’s a whale of a testimonial. 
“Every Driver in Our Fleet Says ‘Give 
Me Auto-Lite Batteries.’” All ten 
drivers have their pictures in the ad. 
The superintendent tells the story, 


and USL Battery Corporation explains 













“two developments’ 
that give better battery performance. 
Little cuts of giant cut-away batter- 
ies back up the description of why 
Auto-Lites give “as much as double 
This ad packs 
human interest, testimonial, descrip- 
tion, proof and plug for action all 
inside 7x10, and the man to take 
the bow is Dale Perrill, Ruth- 
rauff and Ryan _ advertising 
agency, Detroit. 

New Departure published a picture 
of a “hanging party” for the “rats” 
Hirohito, Mussolini and Hitler, sym- 


revolutionary 


ordinary battery life.” 


‘bols of the things (Accidents, Inef- 


ficiency, Lost Time) that would delay 
war production, but didn’t. This is 
part of this company’s War Produc- 
tion Drive, and we agree that there 
is news for the market in these efforts 
to speed up deliveries. 

The Triplett Electrical Instrument 
Company reproduces a pledge its em- 


ployes signed to “keep fit take no 


time off . . be careful keep my 
interest advance!” 
Shame! Fafnir advertising (Th 


Fafnir Bearing Company), after all 
the kind things we've said about it, 
breaks out with that oldie, “There’s 
a Whale of a Difference Between Two 
Peas in a Pod.” There’s at least one 
of these every month, but we never 
thought it of Fafnir. 

Peter A. Frasse and Co., Inc., have 
a new Priorities Division (see IM, 
June °42, p. 17), which advises ‘““How 
NOT to Cut Corners on Priorities”: 


Do you apply low priority ratings be 
cause they're easier to extend? True, some 
ratings require less clerical work to extend 
than do others—but the few minutes 
clipped from office routine may be lost ten 
times over if your order is deferred! If 
you're entitled to an A-l-a, use it. Appl 
ing an easier-to-extend A-10 may delay 
your steel, and cost you hours of lost 
production! 

We anticipate a lot of “black-outs 
from now on—certain words of mili- 
tary value blacked-out in headlines 
and copy. Bell &~ Gossett Compan) 
is one of the first to do this; reter- 
ence is to pumps installed at an ar 
field. (See “Gallery.” ) 

Dritz-Traum Company (distribu- 
tor of Packaged Talon Slide Fasten- 


ers) reminds dealers that “with our 


entire sales force dependent on he 
automobile, it may be increas! aly 
dificult to make personal calls th 
the same frequency we have in he 
past.” Problem is: how to continue 


giving complete service. Solution 's: 


We're sending you a number of! 
blanks and self-addressed stamped 

4 
lopes. Then, if you find yourse 
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The Excite Misvinig ludusdrieg 


@ Every piece of equipment, every ma- 
chine, every scrap of material you sell to 
the essential mining industries today is 
helping to put bombs over Tokio and 
Berlin as surely as though your product 
were an integral part of the plane that 
does the job! 

For the essential mining industries are 
on the first “battle-front” of production, 
supplying in huge quantities the Coal, 


Metals, and Minerals that are needed to 
manufacture every desperately required 
piece of war equipment. With “top prior- 
ity” clearance and full governmental de- 
velopment and assistance, the two indus- 
tries are forging ahead at full speed, 
breaking former production records at 
every step. Manufacturers who are sup- 
plying the tools with which to do today’s 
V y-Essential job are finding the Coal 
Mining, and Metal and Non-Metallic 


M ig Industries active buying markets. 


Are Your Products Helping? 
Tr! lining of coal, the mining, milling, 
sn ng and refining of metals and non- 


YOUR PRODUITS fre 


metallics are today for the most part 
highly mechanized, necessitating thou- 
sands of pieces of equipment and supply 


items. If you’re not now selling to these 
essential industries, investigate their 


possibilities today. Look over typical re- 
search reports at the right, available for 
the asking, or write us in detail. 

If you’re already helping mining men 
meet increased tonnage schedules, keep 
it up! The materials and equipment you 
and other manufacturers supply, the 
helpful, useful information you offer in 
your advertising is a _ patriotic “first” 
today! 

Productive Peace-Time Markets, Too! 
Consider your sales potentialities in the 
normal, peace-time markets that will re- 
turn when today’s war-production job is 
done! The essential mining industries 
not only are basic War-Markets, but will 
pay you dividends as productive Peac« 
Markets. Their products will be urgently 


needed to rebuild a war-torn world! 








Coming in August... E. & M. J.’s Latin American Number 


Fy ar-time and post-war mining development and promoting Western Hemisphere 
- rity ...E. & M. J.’s August Number will constitute “the most complete guide- 
= rf Latin American mining industries and resources that has ever appeared 
In nt!” 

La America is the world’s newest mining frontier! As a storehouse of critical 
wa inerals and an essential part of Western Hemisphere defense, its development 
Ils aramount importance to the United Nations . . . today and for the future! 


Fi 


idvertising forms close July 22nd. . 





. full details on request. 
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the asking. 


TYPICAL RESEARCH REPORTS 
AVAILABLE! 

Below are a few of the recent re- 
search reports we'll send you for 
Just check the reports 
wanted and forward this panel at- 
tached to your letterhead. 

METAL & NON-METALLIC MINING 

M205 U. S. Mine Production of 


Strategic 


World production of major 
non-ferrous metals, by coun- 
try 1937-1941. 

Salient Statistics of the In- 


dustry. 


Buying Centers of the In- 
dustry (map). 
Outlook for 1942. 


COAL 


U. S. Coal Producing regions 
and buying centers (map). 
How America uses 


1940-1942 


U. S. Coal Production, 1929- 


1942. 


Strip Mining of Coal. 
Power Equipment in use. 


Anthracit 


size of 1941 output. 
Vital statistics, Coal Mining 
Industry—1941-1942. 
C224A Tips on Selling Electrical 


Products. 


Coal Age 


A. B. C. 


Metals, 1938-1942. 


MINING 


Coal 


e€ companies, by 








ENGINEERING AND 
MINING JOURNAL 


- A. B. P. 


McGraw-Hill Publications for 
Essential Mining 
330 West 42nd Street 


New York, N. Y. 











ning low on Talon fasteners between calls 
of our representative you can grab 
your fountain pen, fill out the blank, and 
mail. By coéperating this way, you'll not 
only be helping to conserve gasoline , 
but you'll be getting prompt service as 
well 


Timely idea Air Reduction has— 
“Be a Waste Warden.” Ten do’s and 


don’ts are suggested for making every 


cylinder of oxygen more useful. “Idle 


Cylinders Are Production Slackers: 
Keep ‘em rolling for Victory” is the 
slogan. We don’t think Henry C. 
Silldorf, V.P., G. M. Basford 
Company, N. Y. agency, would 
mind if you use the “Be a Waste 
Warden” phrase in your own 
War Production Drive. 
Thriftiness makes news. Leeds & 
Northrup Company reports “100,000 
Ft. of Gas Per Month Saved for War 
Use by Micromax” in a customer’s 
plant, and a couple of pages later on 
in The Iron Age, Inland Steel Com- 
“100,000 more 
freight cars, without cost” could be 
made available by better use of cars 
Inland takes its 


pany suggests that 


already in service. 
own medicine, too: 


By careful planning, Inland Steel Co 
has increased the average weight of out- 
going carload shipments 10 per cent and 
decreased the average car detention time 
20 per cent, thereby greatly reducing the 
number of freight cars required. Inland 
considers its freight car economy just as 
important to the war program as the steel 
it produces for rails and freight cars, and 
for ships, guns and ammunition 


Problem: Manpower 
“No Skilled Help Wanted.” That’s 


a stopper today. Sub-head explains: 
“Now cutting-off operations can be 
performed efficiently with inexperi- 
enced help . . . because of the many 
advantages of Empire Tool Company’s 
Cutting-Off Blades.” 


and clear; sample: 


Copy is curt 


When resharpening is needed, only the 
blade is removed; the set-up of the holder 
never changes. Replacement of the blade 
after resharpening is accomplished very 
simply with special gage 


Same problem is handled by The 
Farval Corporation: 


You could start a new machine opera 
tor every morning without a minute's 
worry over the safety of your bearings 

Because all he needs to do is Live the 
Farval Central Pumping Units a_ few 
strokes and——every bearing gets exactly the 
umount of lubricant it requires 

Rivett Lathe & Grinder, Inc., sug- 
“Employ the Unskilled to Cut 

Threads”——with the Rivett 


Tool, “the responsibility of 


gests: 
Perfect 
Thread 
the operator is reduced to indexing 
the cutter when reversing the lathe.” 

American Mutual Liability Insur- 
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jReduction 


ance Company introduces the subject 
of the new problems created by the 
influx of women into industry by a 
picture of the typical executive pick- 
ing up a broken dish. ‘“She’s in the 
Army Now” touches off the business- 
man-at-home approach. 


Problem: Deliveries 


Monsanto Chemical Company tells 
of a case where “3 out of 5 raw ma- 
terials unavailable yet delivery 
was made on schedule!” 

General Chemical Company urges: 
“Order Standard Grade Chemicals If 
You Possibly Can!” 

Owens-Corning Fiberglas Corpora- 
tion announces: 


Priorities haven't stopped the manufac 
ture of Fiberglas Dust-Stops—-Dust-Stops 
are made from 100 per cent American ma- 
terials. Our laboratories have already de- 
veloped replacements for critical materials 
that were previously used—without the 
slightest sacrifice in Dust-Stop quality 
Production is proceeding with no bottle- 
necks. Deliveries are as speedy as they 
always were. When you order Dust-Stop 
Filters, you get them any amount you 
want any time you say! 


Plus a sales story. 


Problem: Priorities 

We were fascinated by the Lock- 
wood Hardware Mfg. Company ad in 
hardware which shows a 
hardware dealer looking pretty dis- 
gustedly at some headlines such as: 
“Extra Sales For You—Here’s Your 
Profit Line—Get Your Share—Meet 
Copy runs like 


journals 


Growing Demand.” 
this: 


We've been reading some ads, and 
frankly we're critical, too! Somehow, 
it doesn’t seem fair to advertise bigger 
sales and better profits across the board 
on anything that involves critical materials 


Maybe we're wrong—but the Lockwood 
policy is to come clean with our dealers 
We can't sell you a thing without a pri 
ority order, because every material we use 
is critical . vitally needed to help win 
the war! 

But we are ready to give you prompt 

service on your war orders—to help you 
interpret priority orders—to give you 
every assistance in sales activities that wil] 
steer us straight through this war to 
sound peace later. 
That’s a refreshing attitude, and we 
were moved to look at some of the 
advertising of Lockwood’s competi 
tors. 

A Master Lock Company ad is most 
subject to criticism, though not on 
the issue Lockwood raised—a little 
soldier with a stern-faced lock for 
a head and “Defense Is Our Business” 
for a none-too-novel headline and 
copy about “vast air armadas” cast- 
ing “shadows of doom over the vaunt- 
ed gangster fleets.” Remember, this is 
talking to a dealer who is plenty 
worried over starving to death if he 
can’t get products to sell. 

But Independent Lock Company 
and Yale & Towne Mfg. Company 
have some OK ads. The former goes 
Lockwood a step further and really 
does something, instead of just talk- 
ing, by attempting to clear up the 
confusion that exists regarding pri- 
orities. 

The Yale & Towne ad goes even 
a further step. Having no products 
to sell for civilian use, Y&T is ad- 
vertising in The Saturday Evening 
Post to tell (quoting from its ad in 
the hardware papers) “how hardware 
dealers are contributing to the war 
effort” and to send prospects to hard- 
ware stores “for up-to-date buying 
facts, for products of quality.” Thus 
a war-hit manufacturer continues to 
try to create store traffic for its deal- 
ers, a project which should help to 
maintain manufacturer-dealer _ rela- 
tionships during the interim. Yale’s 
Men,” representing Store 
Trafic, Good Will, and Priority 
Leads (see “Gallery”), seem more 
useful advertising tools than Master's 
trade figure. 


The Mail Bag 

1.A.H.—Doggone if we didn’t m 
place your letter until after our &« 
tor had gone out on his own priva 
limb. You can’t stump the expe! 
if the experts keep losing the qui 
tions. Aren’t you right, though? 
it’s certainly nonsensical to compa 
ads on different products. 

I.R.A.—Swell. You’ve spoken \ 


idly what so many advertisers ha 


“Moving 
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MAKE NOTES—IT’S NEW 
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is edited by engi- 
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.-- HERE’S WHERE THEY ARE FINDING 
THE INFORMATION THEY NEED TODAY! 


Never at any given time have design engineers faced so many 
1ew and pressing problems. Machines for the battlefront and 
for the industrial front must be designed and redesigned to 
neet both the performance needs and the restrictions on 
naterials. This calls for fundamental data and information. 
‘hrough Machine Design's editorial and advertising pages, 
eaders are getting this information that is influencing their 


choice of materials, parts, accessories and finishes now— 
and in the future. Here is your short cut to the men who 
design and specify for the machine industries. Tell them how 
you can help them improve performance, lengthen ma- 
chine life or speed their assembly job. It's a service to 
them—to the nation—and to your company to get your ‘‘know- 
how” information into their hands now. 


MACHINE DESIGN 


PENTON 


110 E. 42nd Street 
NEW YORE 


PUBLICATION 


Penton Building 
CLEVELAND 


520 N. Michigan Ave. 
CHICAGO 





just babbled. In our book, figures 
make the most conclusive copy, so 
if you've got ‘em, use ‘em. 

A.C.P.—Pretty significant illustra- 
tion to establish a sound sales point 
that is thus made timely all around 
the calendar. 


L.A.R.—Sorry, but 


somebody has just been turning the 


we're afraid 


crank. 
A. ].K. 


copy, though handicapped by a dead- 


Yes, it’s a good piece of 


ly layout; but don’t you think the 
advertisef is assuming too much in 
choosing to encroach upon the edi- 
tor’s grounds? That is, couldn’t he 
leave that to the editorial section and 
devote his space to jobs the editor 
isn’t so well fitted for? 

Anthony Anable, advertising 
manager of The Dorr Company, 
Inc., is one of the few industrial copy- 
know how 
We're re- 


producing his ad big enough for you 


writers who apparently 


people actually do talk. 


to read his copy, and we recommend 
reviewing it first the next time you 
feel inclined to write dialog. 

Lovejoy Tool Co., Inc., suggests 
two “Excellent Investments — For 
Victory, Buy U. S. Savings Bonds and 
Stamps. For Production— 


invest a 3-cent stamp to find out the de 
tails of the modern line of Lovejoy Mill 
ing Cutters—the cutters that thrive on 
oarse feeds,. high speeds, and a 24-hour 
schedule It's the solid forged bodies, in- 
terchangeable positive-locking blades, and 
blade economy that make the big differ 
ence 

And by the way, that other ad 
mentioning War Bonds, the one that 


ee 


shows the “Minute Man” flag (‘“‘as 


proud a flag as industry can fly”) 
and asks you to “write or wire for 
full facts and literature on installing 
your Pay-Roll Savings Plan now,” is 
not a bad ad to act upon, either. 
“He feels the balanced rhythm in 
a spinning motor’s song” is the sing- 
songy title for an ad for Waugh Lab- 
oratories which also is distinguished 
by a Dali-esque illustration (see “Gal- 
We wonder if this highfalutin 
Any results, Waugh? 


lery”’). 
stuff goes over. 

L. C. Smith & Corona T ypewrit- 
ers, Inc., having the problem of ex- 
plaining the non-availability of its 
products, does it this way, addressing 
a three-part message to Susan Wood, 
an Ohio schoolgirl, James V. Ham- 
mond, a Chicago purchasing agent, 
and Corporal John Watts on Govern- 
ors Island. Susan is told why she 
can’t get a typewriter today, but is 
urged to “borrow or rent a type- 
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MECHANICAL PRINCIPLES OF CLAS- 
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writer, and learn to type—now. To- 
day, and for years ahead, this country 
needs lots of good typists.” Mr. 
Hammond is reminded that because 
his plant standardized on L. C. Smith 
typewriters some years ago, “you can 
regrind your L. C. Smith platens, and 
make them last six, eight, maybe ten 
years. It’s a feature most typewrit- 
ers do not have.” And the Corporal 
is told, “You’re one typewriter user 
we can talk ‘turkey’ to, because 
(within certain limits) we can still 
make and sell new L. C. Smiths and 
new Coronas to the Army and Navy,” 


so a selling job is done on him. 
Very smart wartime selling, 
handled extremely well by Rich- 
ard L Strobridge, Newell-Emmet 
Company, New York 
Worst headline of the month: “A 
Combination in Restraint of Costs.” 


Al VVar hime. I Lesage lo: 


Smith - Corona 


Copy lead starts poorly, too: “With 
this ‘All American’ jaw crusher on 
your crushing team, your profits will 
never be ‘thrown for a loss.’”” Sounds 
as though somebody from the Class 
of *42 got a chance writing for Smith 
Engineering Works. 

Oliver Iron and Steel Corporation 
runs columns on either side of a sin- 
gle column of magazine editorial, and 
follows editorial makeup pretty close- 
ly. (See “Gallery.”) This is OK 
until too many other people try the 
same stunt, too. 

Good layout, illustration and head- 
lines in the Pittsburgh Plate Glass 
Company ad shown in “Gallery.” 

Boo-oF-THE-MONTH: to General 
Tool & Die Corporation. Upper half 
of ad is devoted to huge lettering of 
“KUTKOST.” Then, below, 
there’s a “Father Cutting Tool” ad- 


do wn 


miring a little baby tool being held 
in the arms of “Mother Cutting 
Tool.” “Father Cutting Tool’ says, 
“Sure looks like he'll be President 
some day. Ma, look at that shock 
of red hair Baby KutKost has. That’s 
” OK, we'll quit. 
THe Copy CHASERs. 


Change Pace in Wartime 
Advertising Says Hopper 


“Sales and advertising men must change 
their basic ideas before they can get off 
dead center in the wartime use of adver 
tising,” Schuyler Hopper, assistant execu 
tive vice-president, Associated Business 
Papers, said in presiding last month over 
a round table on wartime advertising 
which concluded the “working sessions” of 
the National Federation of Sales Execu 
tives. He decried “rather careless selling 
advertising as just a means of keeping your 
name before the trade.” 

“If each ad doesn't do a job and 
something worth while when it runs, a 
is worth nothing,” he told the sales and 
advertising men, “the sum total of not! 
ing added or multiplied is still nothing 
Advertising is a high-speed vehicle 
communication that can do jobs quickly 
and accurately a multi-purpose tool 
that can transmit any important message 
from management quickly, accurately ar 
economically.” 


Harlan Manages Crescent Sales 


Jesse R. Harlan has been appointed s 
manager, Crescent Truck Company, | 
anon, Pa. Mr. Harlan had charge of 
sales promotion of the Philadelphia divi 
sion of Yale & Towne Mfg. Company 
til 1940 and from there went to N 
York, as general manager of the Mob 
Company, where he remained until 
present assignment. 


H. E. Post Advances at 
Pittsburgh Plate Glass 

Herschel E. Post has been made get 
sales manager, industrial finishes, P 
burgh Plate Glass Company, Pittsbur 
Mr. Post was previously manager of 
company's paint factory at Houston 
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MODERN INDUSTRY has no chair-warming editors, 
no scissors-and-paste-pot writers. During the past six 
months its editorial staff averaged 43.7% of total time 
out of the office; and averaged 1,000 miles travel per 


man per month. 


MODERN INDUSTRY ’S editors don’t do their work in. 
To do the editorial job that MODERN INDUSTRY is 
doing they must be out. Out finding out how industry 
can help to win the war. Out getting a close-up of the 
newest labor relations development. Out where new 
Materials, new equipment, new processes are being 


teste’. Out where new production techniques are mak- 
ing new records. Out getting the facts about what goes 
on. VWhat it means to industry. What it may lead to. 
Wha: to expect. What to do about it. 

By train and plane MODERN INDUSTRY’S editors go 
after ‘he story from the men who know. Get it accu- 
Tately Write it tersely. Illustrate it vividly. Shape 





MORE THAN 50,000 COPIES IN MORE THAN 31,500 PLANTS 
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MODERN INDUSTRY in content and make-up so that 
every page will register sharply in the minds of the 
management men who read it in more than 31,500 of 
America’s largest manufacturing plants. 


* As this is written, MODERN INDUSTRY’S editors 
are travelling in Great Britain, Ohio, Illinois, 
New England, the south and the west. 


MODERN INDUSTRY, 347 MADISON AVE., NEW YORK, N.Y. 
CLEVELAND: Union Commerce Bldg.: CHICAGO: 20 N. Wacker Drive; 


SAN FRANCISCO: 68 Post Street; LOS ANGELES: 1709 W. 8th Street; 
PHILADELPHIA: 220 South 16th St.; ATLANTA: 1722 Rhodes-Haverty Bldg. 
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COMBINE 


Metal’s Biggest Show 
With An Exposition In Print 


It was real news to the metal working industries when formal 
notification was issued that in spite of the war there is to be a 
National Metal Congress at Cleveland, October 12 through 16. 


As industry's most important metal fabrication and maintenance 
process, welding will be the key subject of the exposition. At 
sessions of The American Welding Society, at meetings of other 
groups, in the exhibition halls, those who attend will talk about 
improving and speeding up production—with welding. 


Thousands of other men directing welding operations, equally 
desirous of learning about latest developments but too busy to 
attend, will get the benefit of the show through THE WELDING 
ENGINEER’s October Issue—an exposition in print. At home 
and at the show the October Issue will tell your story. 


The Welding Engineer | 
OCTOBER ISSUE 

ow Od ied OF THE METAL 
Will Feature iviuex Convention highigts, Bs 


hibitors—where they will be locat- 
ed, what they will show. 














WELDABILITY OF ALLOY MATERIALS—More than 17 full pages of data 
on physical, chemical and welding characteristics of all weldable alloy sheets 
and plates. Invaluable as the only complete, up to the minute guide of what 
can and cannot be welded, it is used the year round. It provides an outstand- 
ing opportunity to emphasize application features of your products. 


PLUS regular articles covering outstanding developments and helps. 


A week in advance of the Metal Show the October Issue will be distributed 
to THE WELDING ENGINEER’s 8000 subscribers. Copies also will be dis- 
tributed at the Metal Show, where THE WELDING ENGINEER serves as a 
guidebook to the industry, 











Here is an outstanding advertising opportunity, with sure-fire current 
value in the exposition in print and lasting value in the editorial features 
and exclusive weldable alloy data. A 
prominent display will give you a 
toe-hold on these opportunities. Plan 
for the October Issue Now. First 


forms close September 16. 


THE WELDING ENGINEER 
506 So. Wabash Avenue 
Chicago, Illinois 





PIONEER BUSINESS AND TECHNICAL 
JOURNAL OF THE WELDING INDUSTRY 














[CONTINUED FROM PaGE 31] 


British Advertising 


tising art and copywriting has suf- 
fered owing to the war; the impres- 
sion is that, if anything, it has 
improved. Many advertisers are using 
illustration and word to get better 
value out of their rationed space, 

Despite the enemy’s enormous vol- 
ume of anti-British propaganda, it is 
evident that advertisers, supporting 
the government’s efforts, are maintain 
ing Britain’s industrial prestige. 

‘Only a few specimens of Britain’s 
wartime industrial advertising can be 
illustrated with this article; but the 
facts given and the specimens demon- 
strate that industrial advertising is 
playing a highly important part in 
the war effort; and that it is doing 
so, not by highfalutin copy or 
extravagant claims, but by appealing 
direct in an appropriate fashion to 
the hard-headed business man who 
must, especially in wartime, buy only 
the best materials, the most efficient 
tools, and the most productive ma- 
chinery. 


[CONTINUED FROM Pace 50] 


Problems 


can send a neat cardboard carton in 
which the binders can be assembled. 
As this is not very convenient, how- 
ever, it probably would be better to 
use standard letterhead size, 8'/2x11, 
and include a special hinged and 
marked filing folder so that the se- 
ries may be assembled in your cus- 
tomer’s information or purchasing 
file. 


Not Only Envelope Inserts 
But Tip-Ons 


In the May issue of INDUSTRIAL 
MarRKETING, under the caption of 
The Old Forgotten Envelope Insert,” 
is discussed the problem of bringing 
a customer’s attention to a by-prod- 
uct, a new venture, or what-have- 
you in an economical manner. 

We suggest the consideration of 4 
label, poster or tip-on that may ? 
placed at the lower left-hand corner 
of a letter to focus the reader’s at- 
tention to special messages of this 
hind. The tip-on stays with the ! 
ter and gets to the prospect’s d 
without the possibility of droppi' 
out of the envelope and getting | 
somewhere in the mailing departmen 

It’s a swell way to spot a messa 
in wartime or peace. 

ADVERTISING DEPARTMENT 
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“How about a movie tonight?” 
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“ The New York Times has been the continuing | 
in’s fast friend of aviation! : : - paride 

be . ae ~ ~ ~. 
the Through the years since Kitty Hawk, the support Che New York Times 
n- of aviation by The Times has been more than rep- 

= ortorial . . . thousands upon thousands of dollars 
tn have been spent in prizes for record flights, in 

or financing fliers and planes, obtaining special ex- 
ing dusive stories by famous fliers, and in furnishing 

Ae its own correspondents for expeditions. 
aly The advertisements reproduced on the following 


ent 


pages show that The New York Times recognizes 
the dominant part that aviation will play in the 
world tomorrow. But aviation still has much to do 
before it can achieve its full stature. 


na- 


Whether it be the need for new airports, the de- 
in velopment of commercial air travel and cargo 
transportation, the formulation of constructive 
regulations, the opening of new territories, the 
11, cooperation of government action . . . the avia- emcee emamn enon nepettnan eaten 
nd tion industry has one of the greatest forces at its ee 
disposal to help solve its problems. That is the air- eT 
minded audience of The New York Times 800,000 appipieerer parrot 
families in whom a confidence in.aviation's future ae eciencpenitanie 
has been built by 34 years of consistent effort. — comes 
They are aviation’s oldest, firmest friends. 





Al Because of their own importance—and because of 
their tremendous influence over the rest of Amer- 
ng ica~—The New York Times merits first consideration 
i on the advertising list of any aviation company. 


Che New Pork Times 


\LL THE NEWS THAT'S FIT TO PRINT” 









—- cements appeored os full pages in The New ¥ vs 
‘ ‘days June 14th and S0ch, Readinks oa sensual 





‘ 
[CONTINUED FROM Pace 51] specifications. These are steels of lou 
alloy content, involving manganese, 
Trends molybdenum, nickel, and chromium. 
There are sixteen of these steels, eight 
uation as to supplies of several of of which contain only molybdenum 
these, particularly nickel and chrom- and manganese and eight containing 
ium. These and other critical mate- molybdenum, manganese, nickel, and 
rials were needed for the manufac- chromium. These steels and six other 
ture of munitions. already standardized low alloy steels, 
One result of this situation has constitute the alternate group of 
been the development, by the coédp- steels which are possible substitutes 
erative work of various American for the older higher alloy steels. An ) 
metallurgical experts, of what are interesting fact is that molybdenum, Harvesting America’s Hasovest Crop 
known as the “N.E.S.S.” specifica- supplies of which are large in the i, tapenade 
tions—the national emergency steel United States, is an important factor == = ms ten oe si 


Led j 4 1 7 BEST ? 3 3 : : | | 
ho agazine is " 
FOR 40 YEARS TRE GREATEST NAME IN TRUCKS 
RAR 
The illustration in this White Motor Com- 


NATURALLY, IF = = is —_ pe —"s a 
YOU'RE SELLING ends ‘a hs leew of the a J who felled the 
TO THE MILLS as trees, it caused widespread favorable comment 
THE MAGAZINE | 

THAT GIVES YOU ae een 
THE GREATEST the paren of the “N E 5 
CONCENTRATED but ie the general anediiled of 
MILL CIRCULATION American metallurgical engineers that 
... 1S THE ONE after the war the alloy steels in use 
IN WHICH TO will be radically different in com- 


ADVERTISE. position and simplicity from _ those 


heretofore prevailing. Certain it is 


that the waste of some alloying ele- 
THE PAPER INDUSTRY and PAPER WORLD ments which has prevailed in the pre- 


war period will be lessened if not 


ts Predominant a 
. = It is not possible to predict the 


; ; future of alloy steels or of other sub- 
BECAUSE— 1. nt the rion A ABC monthly—with highest stitute metals or alloys; the situation 
aS See has not crystallized yet. It is certain, 


2. Its service is directed entirely to the manu- however, that alloy steels of some 

facturers of paper and pulp. kind will be in ever increasing de- 
mand in our peacetime developments. 
—E. F. Cone, Editor, Metals and 
Alloys. 








of these twenty-two steels. 


Its editorial scope is under the direction of 
a practical man in the paper and pulp in- 
dustry. 


All subscriptions are voluntary. Use of Civilian Defense 
Insignia in Advertising 


Penetrates the field from top ranking ofh- 
cials progressively downward to skilled Where Civilian Defense insignia 
workers. used by advertisers in commercial disy 
in good taste and do not tend to mis 

confuse, misrepresent or defraud or t 
If you want the complete facts, we'll be more than pleased to flect discredit on the Office of Civ 
: - Defense or any state or local de 

discuss them with you. The Paper Industry and Paper World council, and where no attempt is mad: 


is doing a fine job for its advertisers through its quantitative indicate that the Office of Civilian De! 
approves the particular article advert 


and qualitative circulation and penetration. It’s the direct ~~ — 709 
: the National Better Business Bureau 

route to those who use, buy or specify. May we send you our the OCD has no objection to their us 
circulation analysis? “An advertiser of Civilian Det 
equipment might show Civilian De! 

workers with official insignia employing 


protective equipment advertised but 
FR 117 p l] BL I CATI () N S N F would be objectionable if the advert 
J ° were to place any Civilian Defense ins 


59 EAST VAN BUREN STREET, CHICAGO, ILL. Sas Tee Seateaaion OF Sie wane 


Better Business Bureau declared. 
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> War has brought many sweep- 
ing changes into the personal as 
well as the business lives of 
countless Americans. Yesterday’s 
office Legree is often today’s lowly 
yard-bird; beneath the top kick’s 
shell you may recognize yester- 
day’s office Milquetoast. 

Not the least of the many ob- 
ligations today’s changes have 
imposed on America’s business 
leaders is the necessity of re-eval- 
uating markets and media in the 
light of their importance today 


..and tomorrow. For 1942’s pro- 


P. S. ‘‘Newsweek . . 





BUSINESS AS |()f)\f-USUAL 


duction calendars, compressing 
coming decades into months and 
months into days, have com- 
pletely invalidated many of 
yesterday’s comfortable theories 
and conclusions. 

Today for example, 3 out of 4 
of America’s most important 
business and industrial execu- 
tives read one or both of the two 
leading newsweekly magazines, 
ranking War News and Foreign 
Affairs, and National Affairs in 
top position on their list of read- 
ing preferences. (1942 Study by 


. A Major Force in American 


Business & Industry,’’ is the title of a new 60 page book 
Newsweek is preparing for advertisers and agency men. 
Copies will be available shortly upon request to Newsweek, 
Promotion Department, 152 West 42nd Street, New York. 
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Paul W. Stewart & Associates). 
This change in executive read- 
ing habits must be understood 
by all those wanting to reach 
today’s major markets with their 
advertising message. Evidence 
that it is being recognized by an 
ever-increasing number is shown 
by the fact that 85 new advertisers 
appeared in Newsweek’s pages 
during the first 5 months of 1942 
. that Newsweek’s advertis- 
ing revenue for this period 
was up by a substantial margin 
over 1941. 
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Direct Mail Sales 


vises now used at U. S. Navy Yards 
and other defense shops on a hundred 
and one jobs 

They will make fully universal your 
vertical or horizontal millers, your upright 
or radial drills and toolroom grinders. 

They cut your “down time” and speed 
set-ups. They “streamline” a lot of old 
“immobile” machines. They help you to 
quickly and easily handle a host of jobs 
that tax your present equipment and in- 
genuity 

They are fully guaranteed and war 
ranted to be exactly as represented in the 
more complete description and specifica 


tions attached The cost is $160 less 2 
per cent, 10 days—net 30 days. 

Order yours TODAY on the enclosed 
order card. But don't delay—let a Uni- 
versal Vise start immediately to help you 
speed up shop work 

Cordially yours, 
BERRY N. BEAMAN, 
General Manager. 

P. S.: Also ready for immediate. deliv- 
ery are the precision angle plates illus- 
trated and described on the last page of 
the enclosed folder The No. 1 (larger) 
size, is $70.00, the No. 2 is $55.00, F.O.B. 
Parma, Mich For routine angle set-ups 
you'll find these rugged plates can't be 
beat at any price! 


Test mailings of 5,000 were made 


The first 


on Jan. 19 of this year. 


In All Engineering and Construction Fields 





your selected audience. 


products for wartime 





Sell to the Wy) : 


who are picked men 


Only 92.4% of the qualified men who try are able to 
pass the rigid requirements for membership in the 
American Society of Civil Engineers. 
chosen, not from the masses, but from the top men. The 
92.4% who make the grade are the leaders, or future 
leaders, in all branches of civil engineering. Measured 
by their ability, knowledge and experience they are 


Today these picked men are in the war, in uniforms, 
shirtsleeves and overalls—specifying and buying your 
construction 
branches and in all locations. 


Sell to the picked men of civil engineering through the 
pages of the magazine which they rate highest and read 
first—their own publication. 


Details on request. 







Civil Engineering - 33 West 39th Street, New York, N.Y. 


Applicants are 


in all of its 





A SELECTED 
AUDIENCE OF 
SPECIFIERS 
AND BUYERS 


NV 
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Vi TRED ond OKAY TRED LEATHER BELTING 





Ten points on how to make leather belts last 
longer are presented in this two color page 
of E. F. Houghton & Co., Philadelphia. Re- 


prints for plant maintenance men are offered 


day’s orders totaled three, with seven 
the second day. At the end of ten 
days, fifty-two orders had been re- 
ceived, twenty-nine for vises, twenty- 
three for angle plates. This was in- 
creased to sixty-eight orders in the 
succeeding ten days, forty for vises 
and twenty-eight for angle plates—a 
total of about $8,000 worth of busi- 
ness. 


Total cost of the first 5,000 mail- 
ing was $660, or about thirteen cents 
per letter mailed. Cost per order was 
$9.71—about half that estimated for 
selling through representatives, who 
normally get fifteen to twenty per 
cent, as compared with eight and one- 
fourth per cent in this case. 

Several further mailings of 10,000 
have been made. The first reduced 
cost to eight cents per unit mailed. 
Percentage of returns was maintained 
on this new list, cost per order drop- 
ping to $5.88, or about five per cent 
sales expense. Use of the entire 50,- 
000 list will pare cost to six cents pet 
unit mailed, with corresponding sales- 
cost reductions. Present procedure 1s 
to mail each week at a rate to insure 
purchasers for all units the company 
can produce. 


Threadwell Starts Advertising 


Threadwell Tap and Die Cor 
Greenfield, Mass., has started its st 
large-scale advertising program in 
years, using copy in May issues o! 
working publications, stressing thé 
Threadwell is playing in the war 
and laying the foundation for 
business for itself and its distributor 
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*[THE BUYERS’ DIRECTORY will satisfy 

the need—caused by the pressure of 
wartime activity—for a quick source of 
reliable purchasing data. It will be pub- 
lished in a handy, practical pocket size, 
a complete Directory for designers, speci- 
fiers and buyers of all types of heating, 
ventilating and air conditioning equipment. 


R FOR 


DISTRIBUTION 


SEPTEMBER 
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HEATIN 
VENTILATING 


The Aan 























FEATURES: (1) It will enable buyers to 
find out quickly who makes or has made 
any type of heating, ventilating or air 


conditioning equipment . . . a complete 
directory by Products. (2) It will enable 
buyers to locate the manufacturer of a 
given trademarked piece of equipment, 
current or obsolete...a complete directory 
by Trade Names. (3) It will enable buyers 
to keep at their finger-tips a thoroughly 
checked and alphabetically arranged list 
of names and addresses of all U. S. manu- 
facturers of heating, ventilating and air 
conditioning equipment . . . a complete 
directory by Manufacturers. Adequate 
cross-indexing will simplify the Directory’s 
use. 


The 1942-3 BUYERS’ DIRECTORY will be 
distributed to technical specialists who de- 
sign, specify and buy heating, ventilating 
and air conditioning materials and equip- 
ment for the Nation’s wartime needs—for 
industrial use—for Army, Navy and Gov- 
ernment applications—for essential com- 
mercial and housing installations and 
maintenance. For additional information 
and advertising rates, write to HEATING 
and VENTILATING, 148 Lafayette Street, 
New York. 
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ooks 


New editions of particular interest to 


advertising and marketing executives 








“Publicity—How to Plan, 
Produce and Place It'’ 


“Publicity——-How to Plan, Produce and 
Place It,” is the title of Herbert M. Baus’ 
new book, published by Harper & Bros., 
New York. Mr. Baus is publicity direc 
tor, Los Angeles Chamber of Commerce, 
and lecturer on publicity, University of 
Southern California. As he explains in 
252-page book is designed 


the preface, the 









Convention dailies —any size, 
style, shape and quantity are put 
through our plant right on the dot 
We've been handling dailies for 
years. Operating day and night, 
we're geared up for such special 
service to you. Here are samples 
of various types. 








to help three classes of individuals: active 
practitioners in publicity; the people who 
want publicity for company or organiza- 
tion and don't know how to get it; and 


people who are interested in learning 
about publicity as an item of interest. 


Price $3 


"Trade and Professional 
Associations of the U.S." 


The Department of Commerce has re- 
leased a 320-page volume, “Trade and 
Professional Associations of the U. §&.,” 
listing some 3,000 of the larger codpera- 
tive organizations in the country including 
trade associations, professional, consumer 
and farmer organizations, patriotic socie- 
ties, and labor unions, with the principal 
activities ot each organization, size of staff 





CONVENTIONS DAILY NEWS 


NACA PRESIDENT 






Mawes 




















Better Books at Less Cost 








WO PLANTS have similar facilities. The printing service 


they give is much the same. But one has done trade publi- 


cation printing for decades, knows the short-cuts that save time 


and the economies that reduce costs—and gives its patrons the 


benefit of this extra service. 


It's obvious which is the better plant. 


Many leading trade periodicals roll smoothly off our presses 


regularly. They're well printed and out on schedule. And every 


last one of them benefits from the time and money-saving know- 


hows we have developed from our vast experience. Isn’t this 


the answer to better books at less cost? 


Why not gamble a little of your time on the chance that we 


have something to offer you? Address— 


PUBLICATION DEPARTMENT 


WESTERN NEWSPAPER UNION 


HAYmarket 6100 . . . 210 S. Desplaines St., Chicago 


Mailing ALL IN ONE PLANT 





From Copy to 


92 








and number of members All associ 
tions are classified into industrial a: 
geographical groupings and for each of t 
forty-eight states summarized census inf 
mation is given concerning the relat 
size of all major industries in the Unit 
States, number of factories, retail stor 
farms, and service establishments. Av 
able from Superintendent of Document 
Government Printing Office, Washingt: 
m & Price, 70 cents 


"Statistical Abstract of U.S.—1941" 


The new annual edition of the “St 
tistical Abstract of U. S.” which conta 
national statistics for 1941 will be av 
able shortly. Information concerning t 
most important phases of the social, « 
nomic, and industrial life of the natior 
will be included in the volume. The s 
ply is to be limited, so to be assured o 
copy order should be placed now with the 
Superintendent of Documents, Govern 
ment Printing Office, Washington, D. C 
Price $1.50 


Rockwell Joins Tyson 


Reynolds G. Rockwell has become a 
member of the staff of O. S.. Tyson and 
Company, Inc., New York. He had pre- 
viously been in the advertisers’ service 
departments of Geyer Publications and 
F. W. Dodge Company, was assistant to 
the duPont advertising manager, and 
headed an advertising service in Connec- 
ticut. 


[CONTINUED FROM PaGE 46] 


Editorial Awards 


manager of publicity, Thomas A. Ed- 
ison, Incorporated, West Orange, N. 
J.; Charles M. Neighbors, manager, 
advertising division, The Babcock & 
Wilcox Company, New York; H. L. 
Fisher, president, Rickard and Com- 
pany, New York; Egbert White, 
vice-president, Batten, Barton, Dur- 
stine & Osborn, Inc., New York; and 
Gerry Powell, typographic director, 
American Type Founders Sales Cor- 
poration, Elizabeth, N. J. 

Winners will be announced in the 
October issue of INDUsTRIAL MarR- 
KETING and the awards will be pre- 
sented at the September meetings of 
NIAA chapters in Chicago and New 
York. 

The competition was established by 
INDUSTRIAL MARKETING in 1938 for 
the purpose of giving recognition to 
editors of business papers for the great 
amount of outstanding work they are 
doing for the fields they serve, and to 
encourage them to increase their ef- 
forts to raise the already high stand- 
ards of editorial service to business 
and industry. 

Last year, 101 editors mace 4 
total of 311 entries in the various 
classifications. 
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"The more the pinch of war is felt upon our industrial economy, the more difficult it will 
become for us to keep clear the long view ahead to peace time conditions. This is a 
and challenge to the vaunted far-sightedness of advertising men; it is an opportunity for 
every industrial marketer to render a genuine service to his company by insisting con- 
stantly that advertising, the last link between companies and neglected customers, shall 
not be curtailed." 





1 the 
MAR- The above is a statement by Mr. William Donald Murphy, 

pre- President of the National Industrial Advertisers Association. 
y of 

New It is fitting and proper that this be reproduced at the time of the N. |. A. A. War Con- 

ference, and that a timely reminder be appended— 

1 by 

8 for Your customers will not feel neglected if you consistently advertise to 


mn to them—whether or not you have anything to sell—through the pages of 


O 
LOMOUVE cnc Chvatéon MDUSTRIES 


A CHILTON Publication @ Chestnut and 56th Streets, Philadelphia, Pa 
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Von Schrenk Advanced launched this summer. The aims of the 
program will be to gain wider acceptance 
Richard von Schrenk, formerly assist- of the Howell idea of precision manufac- 
ant to the president and later executive ture and to increase the company's volume 
vice-president of National Provisioner, of electric motor business in heavy indus- 
Inc., Chicago, has been elected president trv fields 
of the company which publishes The 
National Provisioner, weekly business 
ublication of the meat packing indus- 
to Mr. von Schrenk Bonne « Paul | DMAC House Organ Awards 
Aldrich, who retains the title of editor In the Direct Mail Advertising Club 
emeritus of the magazine of Chicago's fourth annual competition 
for house organs, the first award in Class 
BSF&D to Handle Howell Program A, composed of type-set publications using Sees 
two or more colors, went to “Better Meth- iPrea ia pea neg 
Howell Electric Motors Company, How ods,” issued by Beardsley & Piper Com- ecTION 8 r 
ell, Mich., manufacturer of precision-built pany. In Class B, consisting of type-set 
industrial motors, has appointed Brooke, publications printed in one color, first 
Smith, French & Dorrance, Inc., Detroit, award was won by “Link Belt News,” is- 
to handle a new advertising program to be isued by the Link-Belt Company 


te if 


TWIN COACH COMPANY 
KENT, OHIO 








e 
SAE Journal Aids 
- - Twin Coach youn way aan, ran this page in th 
t i i f 
Aircraft War Production (oven. Nuits 


not to be attracted to other industrial centers, but to x 
the job right at home where their efforts will help win 


John Whelan Heads 
Keeps Them Informed N.Y. Dotted Line Club 


John Whelan, business manager, Haire 

Publishing Company, New York, has been 

. elected president, New York Dotted Line 
Since 1916 when the SAE and Club. Other officials are Ralph Duysters, 


the Society of Aeronautical Engi- Sheet Metal Worker, vice-president; Ken 
d int Soci th neth Langley, Oil and Gas Journal, chair 
neers merged into one Society, the man of the program committee. 
SAE has taken a leading part in 
aeronautical engineering. MAPI to Study Postwar Problems 
Today SAE members are taking Machinery and Allied Products Institute 


the offensive on this vital war has authorized the formation of a Capi 
tal Goods Industries Economic Policy 


assignment and, with support from Committee which will study postwar prob- 
the aeronautical industries, are co- lems affecting the machinery and allied 
ial i products industries. George Terborgh is 
ordinating many important stan- secretary with headquarters at 744 Jack: 
dardization projects as one of their son Place, Washington, D. C 
main activities. = 

The SAE Journal aids this offen- rn [CONTINUED FROM Pace 25] 
sive by publishing in full the cream | , 
of aeronautical engineering papers Changing Trade Name 
_ giving complete reports of SAE ; Pies involve delay and might hamper pro- 
meetings — and interpreting the Sz =< duction. Another fact which influ- 
news related to the impact of war a: a enced us toward the changeover now 


on the automotive and aeronautical = Z tm is that with the present large volume 
industries. : ila — ; of business the expense of die chang- 
7 ing could be absorbed more readily 


ADVERTISING FORMS ee ee than might be possible at some later 
CLOSE 15th OF EACH MONTH. — date. 


SAE Members Set The Pace — SAE Journal 


We announced the change to the 
salesmen. That is the only announce- 
SA a J oO u r n Ps | | ment which will be made. 
This story has no moral, unless i: 
published by that you can find ample justifica‘ 
for changing a product name in 


Society of Automotive Engineers [iReAeeeoermeee 
29 West 39th Street + New York, N. Y. abruptly. We hope that the fu' 


proves we are right. 
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Probably no group of industries can boast 
page in the : ome 
of motor ¢ that their usefulness and adaptability to 


rkers in that 
ors, but to s ’ ° : 
I help wie today’s need—and tomorrow’s—are as certain 


as those covered in the booklet just off the press. 
Be sure to send for your copy—-or ask our 
representative for one—you'll find it interesting 


as well as useful. 


CERAMIC 
DATA BOOK 


59 E. Van Buren Street 
CHICAGO 
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New territory discovered! And in 
these days of so-called civilization. 


Yet that is just what SCREW MA- 
CHINE ENGINEERING has done 


and is doing for its advertisers. 


Virgin circulation? Absolutely. Pres- 


ent advertisers have discovered 


that to their complete satisfaction. 


Do you want to explore a field 
which has never before had ade- 
quate coverage—the vitally impor- 
tant screw machine industry? You 
may do so completely and eco- 
nomically in the only publication 
devoted exclusively to this industry 

SCREW MACHINE ENGI- 
NEERING. 


Screw Machine Publishing Co., Inc. 
45 Exchange Street 
Rochester, N. Y. 


Please send me a copy of S.M.E., cir- 
culation figures and rate card. 


NAME 
COMPANY 
ADORESS (ciTy) 


POGITION 
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- US.LCHEMICAL NEWS 


Me et he a ts ey etre . ~ 


Full Potentialities of Ethyl 
Acetoacetate Not Yet Explored 





Novel Unit Devised 
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The “U.S.I. Chemical News" insert of U. S. Industrial Chemicals, Inc.. New York, completed 
ten years of service with May insertions. It was created at a time when no publication devoted 
much attention to the rapidly growing solvent field and the advertiser took this method of 
supplementing the editorial content of the publications it used for advertising. It is printed in 
blue on light blue stock. Hazard Advertising Corporation, New York, is the agency in charge 
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Westinghouse Catalog 


house line covers, and what particular 
item is best suited for his individual 
needs. The spread on instruments, 
pages 50 and 51, reproduced here, in- 
dicates how this problem was solved. 
All of the items on the selection chart 
are not covered by the condensed cat- 
alog, but cross references are given 
to the proper section in the complete 
Westinghouse price book which is in 
the hands of all distributors. 

The subject of street lighting is one 
of the biggest problems of the average 
municipal power plant, and calls for 
a treatment which presents in concise 
form the maximum amount of usable 
information on the types of equip- 
ment most commonly employed. The 
illustration reproducing pages 78 and 
79 shows how this was accomplished. 
Users of the catalog can easily select 
the equipment usually required from 
this one condensed section. 

The last four pages of the Digest 
contain “References and Application 
Data” most frequently needed by peo- 
This sec- 
tion includes typical transformer con- 
transformer 


ple receiving this catalog. 
nections, recommended 


sizes, system fuse codrdination and 
interrupting capacity, and additional 
handbook data frequently needed in 


the layout of a distribution system. 
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A four-page color insert bound in 
the center of the catalog presents a 
Westinghouse institutional message. It 
stresses the Company’s developments 
for power distribution and its field 
service and warehouse facilities avail- 
able to Westinghouse customers. 

The sales and sales promotion de- 
partments have developed a program 
to introduce this new catalog effec- 
tively to the field. 

A carefully planned series of meet- 
ings with distributor sales organiza- 
tions is now being conducted to in- 
troduce the new catalog, and to es- 
tablish it as the selling “bible” on the 
In these meetings each 
made _thor- 


lines it covers. 
distributor 
oughly acquainted with the new cat- 
alog, from cover to cover, by partici- 
pation in a series of practical prob- 


salesman is 


lems of application and the selection 
and pricing of products to fit the ap- 
plication. 
Past experience on similar catalogs 
covering other Westinghouse lines has 
shown this to be the most effective 
way to “sell” a new catalog to the ul- 
timate purchaser. Sell the “Distr:>u- 
tion Apparatus Digest” to the distrid- va 
utor salesman and he, in turn, will sell 
it to his customers. 


————__ 


Textile Finishers to Oswald 


The Oswald Advertising Agency. 
adelphia, is serving as advertising 
selor and merchandising advisor to 


Philadelphia Textile Finishers, 
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26% rate of change among Product 


Engineers! Are you keeping up with these 


Big-Order Buyers? 


Approximately 3200 Product Engineering sub- Product Engineering specializes not only in 


scribers changed address, position or company in keeping track of the whereabouts of these key 
the last 12 months. In the same period, 4423 men, but also keeps a constant check on what 
new subscriptions were entered. And all of these they are doing and what facts they want from 
men are eager for product data bearing on to- editors and advertisers. (See the two latest read- 
day’s design problems. This indicates how war er interview reports below). 
is shifting, expanding and stimulating the me- This “know-how” is available to you. Use it 
chanical design field. to formulate helpful, informative advertising 
Maintaining contact with product engineers ... use Product Engineering consistently to take 
means big-order business for you. Theirs is the this advertising where it is needed. Here is a 
responsibility of first tackling the problems of  Wide-open opportunity to establish your prod- 


; * 7 ° > b ] 
war-time production. They first specify and ucts firmly in today’s and tomorrow’s markets. 


buy materials and parts. And they will be the 
shock troops of post-war return to normal pro- Edited for Designers of Machinery 
duction. and Mechanical Equipment 


Your Surest Way of Reaching 
“Industry's Biggest Buyers” 
SEND FOR THESE FREE ‘‘KNOW-HOW’’ BOOKLETS 


ABC @ ABP 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York, N. Y. 


PRODUCT ENGINEERING 
330 W. 42nd St., New York, N. Y. 





Please send me my free copies of the literature checked below: 


[) Booklet “HOW HAS WAR AFFECTED INDUSTRY'S BIGGEST BUYERS? 
[) Booklet “HOW YOU CAN HELP INDUSTRY'S BIGGEST BUYERS” 





Name 
eport of what prod- 32 pages of unedited com- Title ... 
engineers are doing ments by engineers on prob- 

1,100 of America's lems they are facing today— Cc 
gest plants. suggestions on how advertising —! 


can help them. 


Address 

















——- 


SHO ore the men of the hour on the boge front” Are they the butchers, he 
beakers the cacdiestich embers” Are they (he doctors the lewyers. the mer 
chant chet” Or are they the men behind the men behind the gums” 

We feel they are the latter the men who have been \rsimed for precision work, 
the craftames whe are fitted We des particular job Men whe are ewere thet the 
dollar magn can sever be the tree yord stk af production values 

Theses are the mee whe make ap the personne! «| the Precise Tool and Meno 
fecturing Company shere high viendards end chilled workmanship ares neces 
sity im the manufacture of precision equipment These ere the men many of 
wham herve been with us since the carly thirties whe know full well thet big 
plants cad big sumbers de mot mevenser |) make for the bes! ia preciscom equip 
ment These are the shilled workers whe daily tackle and whip these sumercus 
problem \ools snd gouges ‘hel are of sub ‘remendous importance to the mane 
facture of toda)» ermaments ond (he ui (imate success of cur war forte 











These, then, ore he men of whom Ge Precis 
Tm ond Manufacturing ( ompeny w justly proud 
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FARMINGTON, MICHICAN 






This unusual ad neatly framed in a half page of white space in “The Detroit News" one Sun- 
day last month paid tribute to the skilled workmen of Precise Tool & Manufacturing Company, 
Farmington, Mich., who are building “problem tools and gauges” so essential to the war 
effort. The point is made that while the shop is not the biggest, nevertheless skill prevails 































































ei Noy COLLIER IES 0, 


7 O A L L 
INDUSTRY 


Since Pearl Harbor things have 
been humming along in the bi- 
tuminous coal industry. Expansion 
is the keynote . . . new machinery 

. «+ mew plants and new production 
methods are enabling this industry 
to keep pace with war industry de- 
mands. 


Time and effort are valuable to the 
men responsible for this record. The 
days of “digging-out” vital operating 
information from bulky trade papers 
have passed. Your modern coal oper- 
ator prefers the brief, graphic, to-the- 
point style in which the Magazine of 
Modern Coal presents current information 
on research, safety, government and mod- 
ern operating technique. 





PRECISE TOOL & MANUFACTURING CO. 
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Letters to the Editor 


gineer magazine. This, as you 
know, goes to all the members of th 
Tool Engineering Society, and it 
members are among our best pro: 
pects; in fact, perhaps che best, and 
yet we very rarely ever get an inquiry 
from any of these people through the 
magazine ad. 

Probably somebody will want to 
know why we advertise in Tool Engi- 
neer if we don’t think we ever get 
any inquiries from it. So, we might 
steal a line from the magazine repre- 
sentatives who tell us we do not ad- 
vertise simply to get inquiries. My 
answer to this, however, perhaps is 
not always what the representative 
has in mind when he makes that state- 
ment. My answer is that the readers 
of this magazine are always in contact 
through our sales representatives and 
are probably being seen by them once 
or twice a week, so the inquiries are 
taken up through the representatives 
and never by mail. 

On the other hand, we can run an 
advertisement in Popular Mechanics, 
and, of course, pull in hundreds of 
replies, and perhaps two bona fide or- 
ders will result, so where do these lec- 
turers and writers get off with their 
stuff? I. A. Hunt, 

Manager Sales and Advertising 
Department, Federal Products 
Corporation, Providence, R. I. 


. ¥ 


CARBON COPY RELEASES 

To tHE Eprror: I noticed in the 
March issue of INDUSTRIAL MARKET- 
iNG that A. N. Gregg makes the state- 
ment that carbon copies should not 
be used for news releases to publica- 
tions. I could not find in the ac- 
companying tabulation, however, any 
evidence presented that only one per 
cent of the editors considered them 
acceptable. 

I use carbon copies in almost all re- 
leases. I see no objection to them on 
the score of legibility; in fact, some 
people consider carbon copies more 
legible than the impressions made di- 
rectly by the typewriter keys. They 
are, of course, evidence that probably 
some other paper has the same re- 
lease, if this should be considered an 
objection. 

Freperic W. La Crom 
Industrial Advertising, Milwaukee. 
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“There is a tide in the affairs of men which taken 


at the flood, leads on to fortune.” 


NOW IS THE TIME. . when all the natural and 


productive resources of our great nation are being 


converted to our united war effort. 


NOW IS THE TIME. . when developments in the 


virile, growing Plastics Industry take on dual sig- 
nificance—first, as they contribute to the production 
of the sinews of war; second, as they herald revo- 
lutionary methods and materials of manufacture 


for the future. 


NOW IS THE TIME .- to tell the Plastics Industry 


of the materials, equipment or services you have to 
sell. Molders, fabricators and manufacturers of 
plastic parts and products are meeting the ever- 
increasing demands of the present emergency. 
Techniques developed in the research laboratories 
of the Industry are available for active service on a 


wide variety of productive fronts. 


modern 


America’s Fastest Growing Publication 


Now is the time for 





NOW IS THE TIME. .-even as it helps to win a 


war, that the Plastics Industry is preparing to shape 
the peace that will follow. Those of us who live 
intimately with this fastest-growing of American 


enterprises know that the same research and re- 


sources, processes and plants that today are di- 
verted to war needs will be the foundation upon 
which will rise the multiple peace-time plastics pro- 


duction of tomorrow. 


NOW 1S THE TIME .. to secure the attention and 


active interest of responsible Plastics executives and 
engineers—the men who even now are planning and 
will eventually build the homes and automobiles 
and aircraft of the future—the men who are specify- 
ing and buying for the Industry today and who will 
look to the same established sources of supply for 


their even larger requirements of tomorrow. 


NOW 1S THE TIME. . for Plastics .. the time for 
an advertising schedule in MODERN PLASTICS 
Magazine—the only publication in the field—the meet- 


ing place of the minds of the men you want to reach! 


plastics 


merica’s Fastest Growing Industry 


T= §22 EAST 12nd STREET, NEW YORK, N.Y. 
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ADVERTISING VOLUME FOR JUNE ISSUES OF INDUSTRIAL, TRADE, AND CLASS PAPERS 
AND SIX MONTHS’ TOTALS 1941-1942 


Unless otherwise noted, all publications 


Industrial Group 1942 
Aero Digest eseeeaceoses §*203 
Air Conditioning & Re 
frigeration News (w) 
RIE ovate wes fe 16 
American Builder & Building 
Age ecoeeeeeseeeoveces . 71 
American Machinist (bi-w) §476 
American Wine & Liquor 
Aree 11 
Architectural Forum 76 
Architectural Record ...... 55 
Automotive & Aviation In 
dustries (biew) ........ 125 
NEES ae 193 
Bakers’ Helper (e.0.w.) sll4 
Brick & Clay Record *22 
Bus Transportation 106 
Ceramic Industry ........ 43 
Chemical & Engineering 
News . eeeeeeecesece 37 
Chemical Industries ..... 65 
Chemical & Metallurgical 
Engineering ......cec0- 188 
Civil Engineering ........ 23 
EE velteeneba wens 87 
Construction Digest (bi-w) 54 
Construction Methods 
(84x12) eeceeeeeeeeses 86 
SE ee nssé eninge bare 106 
Diesel Power & Diesel 
Transportation ......... $51 
Diesel Progress (8! 2x11) 50 
Electric Light & Power 86 
Electrical Contracting ..... 73 
Electrical South ....... 23 
Electrical West ........ 64 
Electrical World (w) 160 
Engineering & Mining Jrnl 100 
Engineering News-Record(w) §235 
Factory Management & 
Maintenance .......... 219 
Food Industries .......... 83 
a. ae $117 
Dt na bedi dee hed nee bes 25 
Cae Fee GOOD ncceccces 39 
Heating, Piping & Air Con 
ee 59 
Heating & Ventilating .... 27 
Hitchcock's Machine Tool 
Blue Book (4! 2x6! 2) 267 
Industrial & Engineering 
RE <b aie ee Ed ce 120 
Industrial Power (414x6%) 89 
a Cee OE xkcteenc ees 49? 
i ie ce aceen eee ws 37 
Machine Design ......... 118 
DD cc ekweksne cans 270 
Manufacturers Record , 36 
Marine Engineering & Ship 
TUE a cccecccss 161 
Mechanical Engineering 57 
Metal Finishing .......... 52 
Metal Progress ........... 126 
Metals and Alloys 113 
Mill @ Factory ...cccccees 176 
BE GUE oc cccveccece’ 155 
Modern Machine Shop 
(44x61) ......... _ 2 
National Petroleum News (w) 56 
National Provisioner (w) . *92 
Oil & Gas Journal (w) 
ree $265 
Oil Weekly (w) ........ *T140 
Paper Industry and Paper 
World eeeeeeeeseseses 53 
Paper Mill (w) ........ §110 
Paper Trade Journal (w) *131 
NOTE 


100 


June 

Pages 
1941 
*135 


29 


96 
311 


16 
10§ 


179 


66 


29 
205 


103 


105 
38 
60 

108 


216 
81 


#93 


§*259 
*t155 


ww 
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_< 


5 
11: 
§*12 


Th e abc ve 


are 


First Six Months 


Pages 
1942 1941 
r1,221 *9O15 
130 241 
465 630 
2.680 2.077 
8Y 113 
502 570 
322 368 
776 613 
1,090 773 
606 769 
*159 *149 
492 451 
*302 *256 
222 168 
374 325 
1,174 1,088 
170 140 
478 500 
335 339 
510 452 
636 690 
267 264 
254 206 
403 424 
468 430 
147 197 
304 335 
1,204 1,194 
530 483 
1,373 1,253 
1,272 1,156 
444 448 
815 611 
177 197 
296 373 
43 470 
193 175 
*1,603 1,245 
618 563 
506 483 
73,135 "2.615 
222 282 
693 5345 
1,603 1,403 
219 220 
952 607 
314 245 
290 306 
622 541 
627 435 
1,109 1.055 
861 734 
1,570 1,297 
348 464 
*525° #587 
1,553 *1.527 
*884 *1.010 
375 350 
530 537 
*749 *744 


First Six Mont! 


Pages 
1942 194 
347 384 
535 48 
*399 *4] 

1,163 1,11 
579 50 
105 10) 
275 258 
866 70) 
219 23 
782 609 

1,227 1,264 
438 366 
630 62 
304 351 
342 334 
489 429 

1,965 1.599 
229 182 

*514 *446 
704 758 
452 275 
742 527 
304 290 
332 346 
230 159 
399 399 
264 295 

*312 *335 

56,391 51,404 
364 490 
455 506 
848 1,047 

*611 *676 
340 368 
644 579 
333 418 
343 390 
691 81 
469 462 
421 610 
315 425 
137 172 

‘261 *329 
264 356 
297 327 
335 498 
172 192 

7,300 8,658 
498 546 
223 312 
233 3 
210 187 
249 +6 
378 
595 
174 257 
686 ( 
197 
60 
460 

3,963 4.3 


monthlies and have standard 7x1l0-inch type page 
—June 
Pages 
1942 1941 
PG DUO: 6% dh ceesneus 63 56 
Petroleum Engineer ...... 79 71 
ah A, OCCT ee *49 *52 
PEE jncuskbbskenncesos 218 199 
Power Plant Engineering 96 88 
Practical Builder (10x15) 14 11 
URE. ccccbabeunvewews 43 38 
Product Engineering ...... 148 121 
Products Finishing (44x62) 47 51 
POM cccabenceeskaue 137 112 
Railway Age (w) ........ 159 $194 
Railway Purchases & Stores 58 46 
Refiner & Natural Gasoline 
ee ee 107 119 
OOS  SUONES ccccsccucs 46 52 
Ge PEM vsneneeecale $58 §55 
Southern Power & Industry 81 79 
Se SURF ccctaneweteane $325 1269 
Telephone Engineer ...... 34 23 
[.  ._., OReR PET T TT Tee *||'78 *65 
RE EE nwacie os 0.60 115 121 
Tool & Die Journal ...... 85 at 
The Tool Engineer ....... 124 89 
Water Works & Sewerage... §132 $117 
Water Works Engineering 
PEED .c cawtensedeawes 84 §92 
Welding Engineer ........ 35 26 
Western Construction News 72 70 
.. 2) Serre Se 48 47 
Woodworking Digest (4Y2x 
OER 5.650404us dhanune #53 +53 
po? a 9,945 8,675 
Trade Group 
American Artisan ........ 38 72 
American Druggist ....... 70 84 
American Exporter ...... 92 135 
Boot & Shoe Recorder (w) *64 *84 
Building Supply News 31 40 
Commercial Car Journal 115 101 
Domestic Engineering ... 49 67 
Farm Implement News 
CED cwewsdsseeseone 41 57 
Hardware Age (bi-w) .... 84 83 
Jewelers’ Circular The 
Keystome «ccccccccccce 76 3 
DS cn caunee ees one ee 66 92 
te cc cekcewnn news 51 82 
Plumbing & Heating Journal 23 25 
Sheet Metal Worker ...... %32 *47 
Southern Automotive Jrnl. 3 52 
Southern Hardware ...... 35 37 
Sporting Goods Dealer 36 45 
Wine & Liquor Retailer 24 23 
(0.0) eer rT 962 1,199 
Class Group 
Advertising Age (w) (1034x 
Oe ef tbwewwiueens keke t88 {88 
American Funeral Director . 32 49 
American Restaurant ..... 34 60 
Hospital Management ..... 30 31 
Hotel Management ....... 30 44 
Industrial Marketing ...... 65 52 
Modern Hospital ......... 96 92 
Nation’s Schools ......... 21 39 
Oral Hygiene (4 5-16x 
FREED Seeeesrcroever 107 108 
Restaurant Management 29 47 
School Management (9!/4x 
tt GtadewsGheanwads ) 10 
Trafhe World (w) ....... 71 63 
DERE shathevanas whe 612 683 


§Includes special issue. 
issue estimated. Five issues. 


*Includes classified 


+Three issues. 


figures must not be quoted or reproduced without permission. 
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Business Advertising Gains 
Five Per Cent in First Half 

@ ADVERTISING in business papers 
for the first six months of 1942 was 
up 5.1 per cent as compared with the 
pening half of 1941, according to 
reports of 118 publications in the 
accompanying tabulation. The group 
carried 5.3 per cent more business in 
June issues this year than a year ago. 

The gains registered for both periods 
are primarily because of increased bus- 
iness carried by the industrial papers. 
Eighty-eight publications in that clas- 
sification reported ten per cent more 
business in June issues this year than 
last, and 9.7 per cent more for the 
first six months of 1942. 

Business in the trade or dealer papers 
continues to slip and eighteen papers 
in this division reported 19.8 per cent 
less business for June issues and 15.7 
per cent less for the six-month period 
as compared with 1941 figures. 

Twelve papers in the class group 
were 10.4 per cent under the June 
1941 figures, and 8.03 per cent below 
the volume carried in the first half 
of 1941 for the same issues this year. 


Business Paper Circulation Up, 
ANA Study Reveals 


Sixty-four per cent of 409 business pa- 
pers increased their circulation during 
1941 according to the ninth edition of 
“A Rate & Circulation Study of 417 
Class, Trade and Technical Publications” 
issued by the Association of National Ad- 
vertisers last month. The study contains 
information on rates, circulation, etc., of 
276 Audit Bureau of Circulations publica- 
tions and 141 Controlled Circulation Au- 
dit periodicals for the period from 1929 
through 1941 

One-page advertising rates were raised 
by twenty-three per cent of the group, 


while 77 per cent remained unchanged as 
compared with 1940. The net rate per 
page per thousand was increased by forty- 
eight per cent of the group, fifty per cent 
decreased the page per thousand rate, and 
two per cent continued unchanged. 


ABP Reports Ad Increase Over 
Two Million for 1941 


lvertising volume reported by 125 
ers of the Associated Business Pa 
per nounted to $22,885,937 for 1941, 
as inst $20,132,367 reported by 131 
me rs in 1940. The increase in total 
Pages was !1,694—120,012 pages in 1941, 
ur 8,318 in 1940. 
rtising agencies placed sixty-four 
t of the 1941 pages, a total of 
against 67.7 per cent of the pages 
car in 1940, a total of 73,435. 


Lup » Ad Manager for Acheson 


Acheson Colloids Corporation, 


‘. iron, Mich., has added John M 
uy to its staff in charge of the ad- 
a and publicity departments. Mr 
ur 


goes to Acheson from the Robins 
ng Belt Company, Passaic, N. J 
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Explains Priority Requirements in 
Purchase of Copper Engravings 


@ ANSWERING an inquiry rela- 
tive to the need for priorities in the 
purchase of photoengravings, which 
some engravers are now requesting of 
their customers, James I. Burns, unit 
chief, magazines and periodicals, Print- 
ing and Publishing Branch, War Pro- 
duction Board, Washington, D. C., 
explains that the difficulty is with the 
engraver obtaining sheet copper. For 
such metal he cannot originate the 
A-10 rating which is required, but he 
can extend the rating given him by his 
customer, if the customer is covered 
by order P-100. 

If the advertiser is a manufacturer 
or a fabricator, he, as well as printers 
and publishers, can originate the A-10 
rating for engravings, which to them 
are operating supplies and not a prod- 
uct for sale. If the engraver gets an 
A-10 rating from such customers, he 
can extend it to get the copper and 
zinc sheets. 

On the other hand, an advertising 
agency does not come under Order 
P-100 and the engraver has no rat- 
ing which he can extend for the por- 
tion of his business that comes to him 
from agencies. If a considerable por- 
tion of the engraver’s business origi- 
nates with agencies, it becomes all the 
more important for him to get ratings 
from all of his customers who can 


supply them. An _ alternative, of 
course, would be for the manufactur- 
er, and not the agency, to buy the 
engravings, in order that A-10 rat- 
ings might be extended. 

Advertisers whose companies oper- 
ate on the Production Requirements 
Plan are covered under Section G. 

An advertiser not falling within 
the jurisdiction of P-100 or PRP, 
must depend on his engraver to supply 
him out of the copper he obtains by 
filing a PD-1A. 

Engravers who have been consult- 
ed on the situation advise that basic 
materials are becoming harder to get 
and their request for priorities is as a 
matter of protection if conditions get 
worse. At the present, however, the 
drop in volume of engraving business 
in most shops will easily offset any 
real danger in shortages. Only about 
five per cent of copper is lost in etch- 
ing, they point out, so if customers 
will release their old plates to scrap 
dealers as quickly as possible, short- 
ages may not be expected to be a se- 
rious matter for some time. 

Advertisers who are confronted 
with the problem of priorities in ob- 
taining engravings will find it worth 
while spending some time with their 
local priority board to clarify their in- 
dividual cases. 





This group of judges selected the winners from more than 175 entries in a contest conducted 
by the National Advertising Agency Network, which convened at St. Louis May 28-30. Seated, 
left to right, Anthony Neher, sales promotion manager, Century Electric Company; Oliver 
Imes, advertising manager, Century Electric Company; Frank Foster, General Outdoor Adver- 
tising Company; Douglas Martin, St. Louis Globe-Democrat; standing, Leonard Blake, adver- 
tising manager, Curtis Mfg. Co.; Charles W. Bolan, advertising manager, Carter Carburetor 
Corporation; George G. Sears, McGraw-Hill Publishing Company; Soulard Johnson, KMOX 
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it’s The Hits That Count 

@ Over 18,000 copies of The TOOL & 
DIE Journal “Hit the Desks” of the key 
operating executives and department 
heads whose decisions govern the pur- 
chase of materials and equipment for the 
Nation’s Production Plants, Tool Shops 
and Arsenals. 

Circulation misses are eliminated through 
the CBI (Cycle of Buying Influence) 
Analysis. 

Advertisers are receiving returns in 
many instances double those produced 
by “shotgun distribution” publications. 
The CBI of The TOOL & DIE Journal 
is an accurate bombsight to the cream 
of the buying power in the metal work- 
ing industry 

Send for CBI Breakdown 


The TOOL & DIE Journal 


2460 Fairmount Bivd., Cleveland, Ohio 





DON'T DRIFT into careless habits, 
just because the times are troubled 

HOLD FAST to good business prac- 
tice—advertise your product in Pit and 
Quarry 

This 4rst paper in the nonmetallic- 
minerals field gives you most individ- 
ual subscribers, executive readers and 
paid producer circulation . and at 
the lowest cost 

Ask for a free market survey cover- 
ing your products 
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[CONTINUED FROM PaGE 29] 


‘Frozen Action’ Photos 


for the duration. This high speed con- 
traption of ours has nothing that will 
wear out and will continue to work 
as long as we have 110-volt electricity. 
be a life saver later on be- 
cause it works as well for ordinary 


It may 


photos as it does on “frozen-action” 
shots. 

We questioned our own timing cal- 
culations, so we verified that 1/100,- 
000 of a second. By shooting a grind- 
ing wheel traveling at 6,000 ft. per 
spot should 
elongate .01” during the exposure. . . 
and it did! 

These 


fascinating .. 


figured a 


minute, we 


“frozen-action” photos are 
. people stop to examine 
the peculiar formation of cutting oil 
halted cold in mid-air with every drop 
showing, either flying free as a perfect 
sphere, or forming in long streams 
that are breaking up into fantastic 
shapes. Chips hang in mid-air or curl 
off a keen edge in a way that cannot 
be posed. Even the uninitiated look at 
these pictures and sense something 
new and different, although they can- 
not always tell why. Yes, they “stop” 
you. 

With the assistance of our agency 
—Wm. B. Remington, Inc., Spring- 
held, these 
photos into a series of advertisements 


Mass.—we’ve developed 


currently running in a list of metal 
working publications. Others are used 
in Our company magazine “Back 
grounds,” widely circulated to Amer- 


They 


are used with absolutely no retouch- 


ica’s key metal working men. 


ing (art departments please note). 
These advertisements are all full bleed 
and handled in characteristic P&W red 
and black. Several of the current 
series are shown here, and there is a 
continuity that almost leaps at you 
from one issue to the next. Notice 
particularly that they deal with ob- 
vious war production tell abso- 
lutely nothing to aid the enemy .. . 
leave you with the conviction that 
P&W tools are good. We of the ad- 
vertising department think the sales- 
men should carry the ball from that 
point. 


The headlines also are designed to 
gain attention with their free swing 
which leads right into the copy. 
Speaking in terms of today’s demand 
for around-the-clock production, one 
reads, “Now at Work in Top-Speed 


3-Shift Production”; another, “Pro- 
duction ‘Stopped,’ But Only by the 
‘Frozen-Action’ Camera,” and copy 
carrying on with “Standing still? Not 
this milling cutter, mister! Twenty- 
four hours a day, every day, it’s scoop- 
ing big chips out of crankcases that 
are about to chase little yellow sons 
of Nippon right out of the sky.”” Copy 
is aimed at building confidence in 
P&W tools, and most of the ads end 
up with the challenge line: “Don’t 
spare the pressure. Your P&W tools 
can take it.” 

Some of the other headlines which 
will be appearing in the series from 
now on are: “Here’s Peace for the 
Minds of Key Production Men”; 
“Somewhere in America Right Now”; 
“Chips in the Biggest Poker Game the 
World Has Ever Known”; “Here’s 
One Reason Why One Yankee Pilot Is 
‘Worth a Dozen Japs’”’; “One Small 
Splash of the Wave That Will Drown 
the Axis.” The frozen action illus- 
tration with the last line shows a cut- 
ter slicing through a cylinder hole in 
with 
coolant stopped in a multitude of fas- 


an engine crank case flying 
cinating patterns. 

The response has been gratifying. 
Comment from the industrial editors, 
and from our own field men and ex- 
ecutives, has indicated that all our 
time and trouble has been worth while. 
Most important, response from read- 
ers themselves evidences the truth of 
our supposition that 
would flag their attention in _ these 


this approach 


would get across the 
staying power of Pratt & Whitney 
equipment, and lead them to put on 
the pressure to build war goods faster. 

Long experience has proved that it 
takes two years to “sell” a machine 
tool. We believe we're successfully 
making the great straddle—helping 
the war effort, and preparing the post- 
war market for a receptive attitude 
toward the overtures of Pratt & Whit- 
ney salesmen. 


busy times 





H. W. Hascall Leaves Heinn 


Hiram W. Hascall, formerly in charge 
of advertising, Heinn Company, Milwau’ 
kee, has joined D. W. Onan @& Sons 
Minneapolis, in a production capacity 
Mr. Hascall is presidenet of the Milwauxee 
Advertising Club and will continue as such 
to the end of his term 


Zimmerman Secretary of Affiliatic 


Eric Zimmerman, advertising de} 
ment, Railway and Industrial Enginee: °g 
Company, Greensburg, Pa., has been ¢ ot 
ed secretary-treasurer of the International 
Affiliation of Advertising and Sales ‘ S 
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Selecting Publications” 


Engineering Construction is only one of 77 
ions in the Market Data Book. Every trade, 
ustry and vocational field is specifically an- 
yred, and all of the media which serve it are 
ed in that particular section. Thus it isn’t 
to understand why advertisers like Mr. 
designate it as “complete,” nor why they 
it continuously to check not only their pres- 
t and potential markets, but also the media 
which they plan to advertise to those markets. 


Since 1921 the Market Data Book has been 
ving time and adding convenience for busy 
vertising and marketing executives who need 
have at their finger tips the essential facts 
ut industrial and trade markets and the 
ia which serve them. It’s standard equip- 
t for successful industrial marketers—be 
it's used by all in your organization who 
reference data on markets and media. 


* 





THe Market Data Book 


Published by Industrial Marketing 


R=. : 2m. : SS . 
N30 impson-Reilly, Ltd. mpson-Reilly, Ltd. 
W. 42ND ST. 100 E. OHIO ST. GARFIELD BUILDING RUSS BUILDING 
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THIS MAY BE YOUR 
OPPORTUNITY! | 


We're looking for a man. He's a 
young man, draft exempt. He has 
some advertising experience but he 
wants to learn and does not consider 
himself in the expert class. He likes 
to and is able to write well and he 
knows and is able to outline good 
layouts. He readily grasps the sale- 
able angles of a product and he has a 
definite mechanical bent and under- 
standing. A man that is an engineer 
or with an engineering background is 
preferred. He may be working now 
as an assistant in the advertising de- 
partment of a manufacturer of indus- 
trial power plant equip 
ment, machine tools, etc. He may be 
located in a direct mail house writing 
copy for house organs, or direct mail 
on industrial products. He may be 
in some department of an advertising 
agency, writing copy, making layouts. 





















equipment 











If you are the man and want to 
improve your situation and learn and 
grow with an aggressive, growing, es- 
tablished agency handling an active } 
group of leading industrial accounts 
in the middle here is a real 
opportunity! 









west, 






Write complete details to Box 220. 
this paper. 























































advertisers are getting 
inquiries and orders 
NOW from manufac- 
turers of war materials 
and equipment, who 
can furnish high pri- 
ority ratings. You can 


do equally well. 


ed WES 


MACHINE TOOL 
BLUE BOOK 


HITCHCOCK PUBLISHING CO. 
508 So. Dearborn St. e Chicago 


[CONTINUED FROM PaGE 35] 


More Letters 


appearance and the single line saluta- 
tion comes close to the “Hello, Mr. 
Williams,” greeting that would be 
used if the writer were to meet Wil- 
liams personally. 

For real speed and absolutely no lost 
typing motion, Form C rings the bell. 
As explained in the specimen letter, 
there are many needs, especially in to- 
day’s rush, for the distinctiveness of 
this time-saving layout. 


25%, Saved on Letterhead Cost 


The time saved in gaining attrac- 
tiveness through modernized layout is 
not the only economy possible. An 
extra saving lies in the style letter- 
head used. This is important today 
because paper costs have leaped high 
above the former low level: 

Through adoption of a modified 
Monarch style letterhead, twenty-five 
per cent more letterheads can be had 
each purchase of letterhead 
stock. Most printers cut letterheads 
from a standard mill size sheet meas- 
Two cross cuts 
provide four sheets measuring 8'/2x11 
Two additional cuts (see dia- 


from 


uring 17x22 inches. 


inches. 
gram) will provide five sheets meas- 
uring 7x10 inches—a cost free pre- 
mium of twenty-five per cent more 
letterheads. 

Surveys that have been conducted 
show that the average letter runs 200 
words or less. On a Monarch type 
letterhead, a letter of this length fits 
nicely without crowding, and by more 
completely occupying the letter space 
it gives the finished letter better bal- 
ance. 

A letterhead of the 7x10 size, when 
with estimates, technical 
data, or engineering surveys, and 
fastened on top of these standard 
size sheets gives the accompanying let- 
ter an individuality all its own. In 
sales correspondence the Monarch style 
letterhead adds a personal touch that 
invites attention. 


sent out 


To determine the practicability of 
the Monarch letterhead select a half 
dozen letters at random from your 
general files. Have a typist type these 
letters at random on sheets cut to the 
Monarch size following one of the lay- 
outs previously discussed. In this way 
it will be possible to determine quick- 
ly what the Monarch size letterhead 
will save in first cost and give an eye 
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arresting appearance to your letters 

Of course, envelopes that fit th: 
Monarch letterhead are standard wit! 
most paper houses and can be had 
match a great variety of paper color 
weights, and grades. 

Today’s needs for economy in al 
things is bringing forth new design 
and methods that in themselves ar: 
proving more satisfactory and result- 
ful. Industry’s laboratories and re 
search staffs are shaking loose the old 
procedures that too long have been 
considered holy. This progressiveness 
in manufactured goods and the alert- 
ness of the responsible organizations 
should not be limited to the technical 
half, but carried right into the office 
and its reflection made to shine 
through the mail representatives that 
go out to customers and prospects of 
today and tomorrow. 

As salesmen, who have learned the 
practical value of modern individual- 
ity in dress and approach, turn by ne- 
cessity to letters for maintaining con- 
tact, there is certain to be a swing 
away from the old stilted methods and 
the adoption of the new. 

The suggestions given here through 
INDUSTRIAL MARKETING will serve as 
a guide in attaining this objective and 
result in the saving of time and mate- 
rial as well as the conservation of 
rubber. 

And the saving that cannot be ig- 
nored is the good will of yesterday’s 
customers for tomorrow’s sales. By 
helping them today make victory more 
certain the salesman-correspondent will 
be laying the ground work intelligently 
for the time when he again will be on 
the road and his letter-writing type- 
writer may enjoy some moments of 
rest. 





To Pick Best Flag Covers 


United States Flag Association has an- 
nounced that the exhibition and judging 
of magazine covers carrying the American 
flag will take place July 1 in the National 
Gallery of Art, Washington, D. C The 
Patriotic Service Cross of the United 
States Flag Association and citation will 
be awarded to the best of the monthly 
magazines, weekly magazines, organizat! mn 
and trade magazines. and house organs 
and miscellaneous. The grand award will 
be the Cross of Honor, highest decoration 
of the Flag Association. 


Lowes Joins Fairchild Engine 


Joseph E. Lowes, Jr.. previously account 
executive, Ruthrauff & Ryan, New York, 
has been made advertising director of Fair 
child Engine and Airplane Corporat 
New York. Before joining R & R, Mr. 
Lowes was director of advertising d 
publicity, United Aircraft Corporat 
East Hartford, Conn. 
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A Great Advertiser Pays Tribute 


lo a Great Editor! 


In the hospital field Will Ross is known as one of the most 
successful merchandisers and one of the most interesting 
personalities serving the great institutional market. As an 
advertiser, he studies hospital magazines and hospital edi- 
torial service. He knows alert and constructive editorial 
work when he sees it, and he 
doesn’t hesitate to comment 
upon it. 

In his current monthly letter 
to hospitals, which is widely 
read and widely quoted because 
of its humanness, its humor and 
its practical suggestions, Will 
Ross reminded the hospital field 
of the beginnings of National 
Hospital Day, founded in 1921 
FLORENCE NIGHTINGALE by Hospital Management. And 

to Matthew O. Foley, the edi- 
tor who was responsible for the initiation of that great 





event, he paid tribute in the following: 

“ “How far that little candle throws its beams!’ 

“We saw him rather frequently over the years, usually 
at some of the hospital conventions. A tall, stooped, gang- 
ling sort of fellow, he was often around the exhibits, asking 
questions. His was an inquisitive mind .. . 

‘Matt Foley saw, as others did, that hospitals were stand- 
ing in their own light, repelling rather than attracting to 
themselves that public they were serving so well. Unlike 
the others, he did something about it. He got the idea of 
Hospital Day as a day for the nation to go and visit its 
hospitals. Then he went to work to put it into practice. 

Mid hospitals welcome it with utter abandon? They 


did not. Some sniffed, some decided in lukewarm fashion 
that something might be done about it, most of them did 
nothing at all... 


“Open House that first year varied all the way from 
opening the front door a tiny crack to things so bold as 
serving sandwiches on the front lawn. Few thought much 
of the idea. But, to their great surprise, the public liked it. 
For the first time in their lives, thousands of people came to 
the hospital to view it objectively. 

“Well, you know the rest far better than we. The hos- 
pitals have just celebrated another highly successful 
Hospital Day. We doubt if any other single idea affecting 
hospitals has had greater influence on their progress than 
this infinitely simple thought 
that a day be set aside for the 
public to know its hospitals.” 

Because Hospital Manage- 
ment has carried on the tradi- 
tions established by Matthew 
O. Foley, its editors are still in- 
quisitive, still studying hospi- 
tal problems and asking the 
questions which frequently 
suggest the right answer. And 





that is why great advertisers 
like Will Ross, who know 
what that kind of hospital 


MATTHEW O. FOLEY 


editing means in reader interest, are using Hospital Man- 
agement increasingly as their point of contact with a 
billion-dollar market whose war-time services to the Ameri- 
can public have been labeled “indispensable” by the United 


States government. 


HOSPITAL MANAGEMENT 


C180) The only hospital publication which is a member of both the ABC and ABP 


New York: 330 W. 42nd st. Phone Bryant 9-6432 





Chicago: 100 E. Ohio St. Phone Del. 1337 





INDUSTRIAL MARKETING, July, 1942 











HIGH PRIORITIES prevail for equip- 
ment for Army Camps, Airports, Mili- 
tary Roads and other public work. 


Write jor full information. 


PUBLIC WORK 


East 45th St 


New York. N.Y 
What 
TRADE PAPERS 
LABOR PAPERS 
CHURCH PAPERS 
FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 
are saying about you, your 


company, your products, your 
competitors, their products? 


We can tell you, 
because 


We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly. carefully and 
intelligently— 


and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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Industrial 
expositions 








July 20-24. International Baby Chick Ex- 
osition, New Orleans. 3718 Broadway, 
ansas City, Mo. 


Aug. 3-6. Automobile Accessories Ex- 
hibit, Chicago. 1455 S. Michigan Ave., 
Chicago. 


Aug. 10-12. National Industrial Stores 
Assoc., Cincinnati, 416 Southern Bldg., 
Washington, D. C. 


Aug. 19-22. National Food Distributors 
Convention & Exposition, Chicago. 110 
N. Franklin St., Chicago. 


Sept. 1-11. Building & Construction 
Trades Council, Atlantic City. 1094 
Broad St., Newark, N. J. 


Sept. 2-5. Roadmasters and Maintenance 
of Way Association of America, Stev- 
ens Hotel, Chicago. 332 Dearborn 
Station, Chicago. 


Sept. 14-16. Advertising Specialty Na- 
tional Association, a 1426 G 
St., N.W., Washington, D. C. 


Sept. 14-17. Track Supply Association, 
Chicago. Rm. 2218, 59 E. Van Buren 
St., Chicago. 


Sept. 21-23. 
America, Chicago. 
New York. 

Sept. 27-30. Super Market Institute, St. 
Louis. 45 W. 45th St., New York. 


Sept. 28—Oct. 1. American Institute 
of Accountants 55th Annual Meeting 
and Business Show, Palmer House, 
Chicago. 13 E. 41st St., New York. 


Oct. National School Cafeteria Associa- 
tion, Chicago. Univ. of Miss., Univer- 
sity, Miss. 


Oct. American Public Works Associa- 
tion, Cleveland. 1313 E. 60th St., 
Chicago. 

Oct. American Oil Chemists Society, 
Chicago. 509 Poydras St.. New Or- 
leans, La. 


Oct. 4-6. American Bankers Association, 
Detroit. 22 E. 40th St., New York. 
Oct. 4-7 

ciation, St. Louis. 


Bidg., Detroit. 


Oct. 5-7. National Stationers Associa- 
tion, Palmer House, Chicago. 740 In- 
vestment Bldg., Washington, D. C. 

Oct. 5-8. International Municipal Signal 
Association, Atlantic City, N. J. 8 East 
4ist St., New York. 

Oct. 5-9. National Restaurant Associa- 
tion, Chicago. 666 Lake Shore Drive, 
Chicago 

Oct. 5-9. National Safety Congress & 
Exposition, Stevens Hotel, Chicago. 20 
N. Wacker Drive, Chicago. 

Oct. 7-9. American Oil Chemists Society, 
Chicago. c/o Armour & Co., Chicago. 

Oct. 12-15. Mail Advertising Service 
Association - International, Baltimore. 
1005 Park Avenue Bldg., Detroit. 

Oct. 12-16 
tion, St. Louis 
cago 


Controllers Institute of 
No. 1 E. 42nd St., 


Mail Advertising Service Asso- 
1005 Park Avenue 


American Hospital Asocia- 


18 E. Division St., Chi- 


Oct. 12-16. 24th National Metal Cor 
gress and Exposition, War Producti 
Division, Cleveland. 7301 Euclid Ave 
Cleveland. 

Oct. 15-17. Federation of Sewage Work 
Association, Cleveland. 22 E. 40th St 
New York. 

Oct. 18-21. American Public 
Congress, Cleveland. 1313 
St., Chicago. 

Oct. 19-23. The Wire Association, D 
troit-Leland Hotel, Detroit. 300 Mai 
St., Stamford, Conn. 

Oct. 25-29. National Lubricating Grease 
Institute, Roosevelt Hotel, New Or- 
leans. 498 Winspear, Buffalo, N. Y 

Oct. 26-28. Paint Industries Show, At 
lantic City, N. J. 1524 Chestnut St., 
Philadelphia. 

Nov. 9-13. National Hotel Exposition, 
New York. 221 W. 57th St., New 
York. 


Nov. 10-13. National Association of Ice 
Industries, Sherman Hotel, Chicago 
1706 L St., N. W., Washington, D. C 

Nov. 17-22. National Chemical Exposi- 
tion, Hotel Stevens, Chicago. 110 N 
Franklin St., Chicago. 

Nov. 30-Dec. 5. National Exposition of 
Power and Mechanical Engineering, 
New York. Grand Central Palace, 
New York. 


Work 
E. 60t 





Advance Reservations Prove 
All-Out Effort in Metal Industry 


Seventy-two per cent of the exhibit space 
in the War Production Edition of the Na- 
tional Metal Exposition, to be held in the 
Cleveland Public Auditorium, Oct. 12-16, 
was assigned to 125 manufacturers within 
two weeks of the first announcement, ac’ 
cording to W. H. Eisenman, managing di- 
rector. This is the largest advance reserva: 
tion of exhibit space in a two-week interval 
in the twenty-four year history of the Metal 
Exposition, Mr. Eisenman said, and is one 
more indication of the all-out effort of the 
metal industry to coéperate in educational 
and training work that will speed produc 
tion for victory. 

The big majority of the manufacturers 
taking space have indicated they will be 
on hand primarily to contribute their 
knowledge and experience on a free con 
sulting basis. 


Bottlers and Power Engineers 
Will Not Have Expositions 


Because of the war situation, American 
Bottlers of Carbonated Beverages will not 
hold their usual annual exposition which 
is among the largest. 

The National Association of Power 
Engineers’ exposition, originally scheduled 
for Aug. 23-26, at New Orleans, has been 
canceled. 


Chemical Exposition 
Doubles Exhibit Space 


The management of the Second National 
Chemical Exposition, which will be held at 
the Hotel Stevens, Chicago, Nov. 17-22, 
has doubled the amount of space required 
by the 1940 show and, according to latest 
reports, more than half the increased space 
has been sold. 


A. K. Shenk Leaves Hill 


Allen K. Shenk, account executive, W. 
S. Hill Company, Pittsburgh agency, °45 
resigned to join the Erie Resistor Corpora’ 
tion, Erie, Pa 
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Suppose you have an interest, and more, a very tangible stake, in the field of industrial 
advertising and marketing. Suppose, too, that you are ambitious for your future—that you 
realize that stepping up brings new responsibilities—demands that you broaden your outlook 
and increase your worth to your company. 


Perhaps, in common with many others, except for your “trade journals”, you are absolutely 
“on your own”. Perhaps, like them, you are unacquainted with other industrial advertising 
and marketing men in your vicinity. Perhaps, you realize, too, that your improvement lies 
every bit as much with these, your unknown contemporaries, as with yourself. 

What then? The present and the prospective chapters of the NIAA hold the answer for you. 
hese are distinct groups, by, for and of industrial marketing and advertising men. They 
provide, among other things— 


—the fellowship and cooperation of over 1,900 men 
—the privilege of attending district, regional and national meetings and conferences 
—the benefit of hearing good speakers, clinics, discussions 
—valuable studies, surveys and reports on vital subjects 
—an interchange of information of infinite value 
—news of the activities of your fellow career men 
—personal friendships in your own profession 


if you live in an industrial center, major or minor, and want and need such things as these, 
and are willing to work to achieve them—for your own and others’ selfish interests—NIAA 
ean and will help you. A standing committee on New Chapter Development is ready to give 
vou the benefit of successful experiences of other groups in getting organized quickly and 
easily and functioning smoothly. 


Write today for your copy of the special portfolio “‘How To Establish An NIAA Chapter In 
Your District” 


CHICAGO, 


NAME 
COMPANY 
POSITION 
ADDRESS 


. 





* * 
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NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET 











YOU | HAD - CHAPTER 
in YOUR ciry/ 





Over 1,900 Members in 
These 25 District Chapters 
and elsewhere 


BALTIMORE 
BOSTON 
CHICAGO 
CINCINNATI 
CLEVELAND 
COLUMBUS 
DETROIT 
INDIANAPOLIS 
LOS ANGELES 
MASON-DIXON 
MILWAUKEE 
MINNEAPOLIS. 
ST. PAUL 
MONTREAL 
NEW JERSEY 
NEW YORK 
PHILADELPHIA 
PITTSBURGH 
ROCHESTER 
ROCKFORD 
ST. LOUIS 
SAN FRANCISCO 
TOLEDO 
TORONTO 
WESTERN 
NEW ENGLAND 
YOUNGSTOWN 
If you're located where 
there is no chapter, ask 
for information § regard- 
ing membership - at 
large or suggestions for 
establishing a NIAA chap- 
ter in your city. 


ILLINOIS 




















N. 1 A. A. News 


What local chapters of the National Industria! 


Advertisers Association are doing and thinking about 


HEAT TREATING 
FORG! ING 


Probably at no time in the 
history of the country has 
there been more interest in 
the arts of forging and heat 
treating than right now. Most 
»f the steels going into our Central New York Boston Admen Elect 
armament must undergo one e 
or the other of these proc Becomes 24th NIAA Chapter Prof. Cunningham 
esses. Therefore, those active : Pp 
in the war program are seek- The Central New York Industrial Ad Prot. Ross M Cunningham, Massa 
ing all possible information vertisers, with headquarters at Rochester, setts Institute of Technology, Cambrid 
relative to these processes 
and the equipment and mate- , 
rials available. Your adver- fourth chapter ot the 
tisement in HEAT TREAT National Industrial 
ING AND FORGING will 


eceive a welcome reception 




























became the twenty- was chosen president 
af the Technical Ad 
vertising Association, 
Boston, last month 
succeeding Harry A 









Advertisers Associa- 
tion last month when 










Published by it received its charter Keene, advertisir 
STEEL PUBLICATIONS, INC. it 1 meeting ad- manager, Grinnell 
108 Smithfield St Pittsburgh, Pa lressed by Herbert V Company, Inc., Prov 
Mercready, acting idence Other off 







cers elected to serve 
with him are: Vice- 
presidents, George A. 
Sawin, Jr., Westing 
house E lectric & 


Mfg. Company, Bos- 


yresident tT the na- 
tional organization 
The group is com- 
posed of about forty 
industrial advertising 
nd marketing execu 






















































tives trom the Roch ton, and E ] Mac: ROSS M. 
ester-Syracuse area D. E. ROBESON yo 1¢€. yen Wire CUNNINGHAM 
The organization was formed early in & Cable Company, Cambridge: secret 

June when D. E. Robeson, advertising Roy y Elliott, Roy Elliott Company, Bost 

and sales promotion manager, The Todd 

Company, Rochester, was elected presi 

dent Other ofhcers are: Vice-president, Leo C. Kerrick, Toledo 

Walter A. Bowe, advertising and sales President-Elect, Dies 

promotion manager, Carrier Corporation, 

Syracuse: and secretary-treasurer, Albert Leo C. Kerrick, advertising manager 
| G. Moore, advertising manager, General Surface Combustion Corporation, Toledo, 

Railway Signal Company, Rochester and president elect of the Toledo Indus 

The board of directors includes: George trial Marketers, died in St. Vincent's Hos 

W. Cramer, advertising manager, Goulds pital, Toledo, last month, as a result of a 

Pumps, Inc., Seneca Falls, N. Y.: Frank stroke of paralysis. Mr. Kerrick was 57 
| J. Crouch, director of advertising, Shepard- Since Allen P. Colby, The National 
| Niles Crane & Hoist Corporation, Montour Supply Company, holds the office of pres 
| Falls, N. Y.; Wallace W. Lockwood, Tay ident of the Toledo chapter until Aug 

lor Instrument Co.; H. R. Hanson, The there is no vacancy due to Mr. Kerrick’s 
Pfaudler Co.; J. Howard Spaulding, pres., death It is probable another elect 
| Screw Machine Publishing Co., Rochester will be held later to name a new president 


Since there will be no Steel Show 
this year, your representatives will 
not have the usual opportunity of 
discussing your products at your 
booth on the floor of the exposition 
However, the conference will be 
held on September 23-24-25 in Pitts- 


burgh, the heart of the steel indus 


try. and you can tie in your sales 
story with the conference by adver 
tising in the September issue of 
BLAST FURNACE AND STEEL 
PLANT. which will carry the pro- 


gram, etc., of the conference 





Forms close August 24th | Central Ohio Industrial Marketers was formed last month with headquarters in Columbus and 
has become the twenty-fifth chapter of the NIAA. Officers and directors of the group show" 
here are: Seated, J. X. Farrar, The Jeffrey Company, delegate to the Atlantic City Con’er- 

pyiaae PUBLICATIONS... ence; president, Charles E. Brown, The Denison Engineering Company; John Stover, The on 

108 SMITHFIELD ST. | Stover Company; secretary, Glenn C. Baker, The Ruby Chemical Company; standing, Gus &- 

PITTSBURGH, PENNA. 





Bowman, Byer & Bowman Advertising Agency; treasurer, Gordon Root, The Kinnear Monu- 
facturing Company; and vice-president, H. L. Young, American Zinc Oxide Comp ry 
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Rohrer Wins Presidency 
S of Philadelphia Chapter 


iham Rohrer, advertising supervisor, 


Baldwin-Southwark Division, The Baldwin 
Locomotive Works, 
rial was the victor last 
; h in the contest 
out for presidency of the 
Fastern Industrial 
Advertisers, Philadel- 
pli succeeding J. A. 
ais McCullough, manager 
sales publicity, Yale 
& Towne Mfg. Com- 


Other officers elect- 
were: Vice-presi- 





dent. Harrv Ells- 
worth, Pennsylvania 
Salt Mfg. Company; GRAHAM ROHRER 
secretary, J Mack 
Nev erg le, Goodall Rubber Company: 
treasurer, Walter S. Fogg, Lansdowne, 
Pa two-year directors L R Garret- 


on, Leeds & Northrup Company; R. E 
Lovekin, R. E. Lovekin Corporation; A 
E. Aldridge, Jr., Sun Oil Company; and 
A. O. Witt. Schramm, Inc Since Mr 
Rohrer had an unexpired term as 
S. D. Distelhorst, Cochrane Corpora 
was elected to take this post 


a direc- 


Spindler Picked to 
.M Lead Cincinnati 
The Cincinnati Industrial 
ive elected the following 
ers for 1942-1943: 
President, W H. 


Advertisers 


slate of 





Spindler, public 
ity manager, Armco 
Drainage Products 
1g Association, Middle- 
ledo. town, O.; vice-pres- 
idus dents, W. D. Shan- 
Hos non, Allis-Chalmers 
of a Mig. Company, and 
57 R. Hext, advertising 
ional manager, Littleford 
Brothers secretary- 
! treasurer. ]. Siebert. 
rick's New directors are: 
ction T. W. Tieman, ad- W.H.SPINDLER 

lent vertising manager, 

American Laundry Machinery Company: 

C. Reesey, advertising manager, Cincin- 

iti Milling Machine Company; T. Brown, 

Perry-Br wn, Inc.: associate drector: Gene 

Schwarber, Gardner Publications, Inc.; and 


J. E. Baxter, Cooperative Displays, Inc 


Wiley New President of 
Chicago Industrials 


Blaine G. Wiley, assistant general sales 
manager, All-Steel-Equip Company, Inc., 
Aurora, Ii] , has been 
elected president, 


Ch go Indus- 
tri \dvertisers As- 
succeeding 


W. Lane Witt, Crane 





( ther new ol- 
ficer e: Vice-presi- 
dents C. N. Kirchner, 
Independent Pnew 
* at | Company; 
How W. Rose, 
The hen Com- 
pany d John F. 
Kell; nk-Belt Com- 
The \s.J:, Sshanz, BLAINE G. WILEY 
's and . ¢ oid Corpo 
shown : atior the new secretary-treasurer 
onfer- N ne-year directors include: John 
hn Rob National Cylinder Gas Company; 
us G. |. R strong, Russell T. Gray, Inc.; 
M enu- C A. Bloom, Appleton Electric 
mpany am} Two-year directors are: Fred 
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Package Mfg. Com- 
Wilson, Curtiss Lighting, 


Creamery 


G. Jones, 
pany: Edward J 
Inc., and William Marsteller, The Edward 


Valve & Mfg. Company. Robert H. Ir- 
vine, Thomas Publishing Company, was 
elected director, to 
years 


associate serve two 

An engrossed scroll signed by members 
of the Chicago chapter was presented to 
Mr. Witt at the annual meeting last 
month. The scroll was designed by Mr. 
Schanz 

In the chapter’s golf tournament last 
month, John V. Hunter, Motor Service, 
filed a 75 score for low gross, while low net 
went to R. H. Smutzer, Paasche Air Brush 
Company. Part of the prize money was 
donated to the USO and most of the 
prizes were in the form of War Stamps 


il d Be ynds 





Barbour Replaces Phoenix 
As NIAA Vice-President 


Robert J. Barbour, assistant advertising 
manager, Bakelite Corporation, New York, 
has been appointed vice-president, National 
Industrial Advertisers Association, suc- 
ceeding Edward A. Phoenix, assistant ad 
vertising and sales promotion manager, 
Johns-Manville Sales Corporation, New 
York. Mr. Phoenix resigned because of 
increased duties due to the war 


NIAA Issues Series of 
News Bulletins 

L. R. Garretson, advertising 
Leeds & Northrup Company, Philadelphia 
and NIAA vice-president, is issuing a 


of mimeographed news bulletins t 


manager, 


series 


MUST MAINTAIN EXPORT ADVERTISING PROGRAMS 


fo vital need of exporters to maintain their export adver- 
tising during the war period, even though they are for the 
moment unable to fill any export orders, was stressed in a 
report of the Foreign Trade Committee of the Commerce 
and Industry Association of New York, Inc., made public by 
W. H. Mahoney, Manager of the Foreign Trade Bureau of 


the Association. 
mittee, 


James S. Carson is Chairman of the Com- 


The report also contended that the maintenance of an 
aggressive advertising program applies to domestic as well 
as export advertising. The Committee has case histories of 
more than a score of companies who neglected to continue 
their advertising, as well as contracts, during World War |, 
showing that many of them lost their markets completely to 
competitors who were more farsighted. Others never re- 
gained the leadership they once held in their fields. 


"The history of World War | proves that these companies 
who became so bedazzled by the volume of business in a war 
economy that they neglected their normal markets by cur- 
tailing advertising and selling, had a desperate struggle when 
the war was over," the report states, 


"When the post-war scramble for markets starts, it will be 
too late to begin to cultivate them., The cultivation will have 


to be continuous. 


"In these times of rough going there is a natural and un- 
derstandable tendency to reef sails but to quit because bot- 
toms are scarce or restrictions binding in the matter of ob- 
taining goods or supplies is to play into the hands of trade 


rivals of the future.” 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


{Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 
330 West 42nd Street, New York City 
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ue 


selling job for its advertisers. 


Plen @ visit te The Chelsea, noted beech- 
frent hete!l. You'll find diversion, geod liv- 
ing, good compeny — evtside reems, sun- 
deck beautiful dining reem at eocean sedge, 
superh French cuisine, geme reem, ber. 


$650 room, BATH, MEALS 
S3EO 200m ONLY & BATH 
PER PERSON, 2 IN ROOM 












WOOD PRopUCTS 
EN member TOY 





— in the Field 


Wood Products is the leading technical pub- 
lication covering the entire wood and ply- 
wood producing, designing and fabricating 
industries. Because it is doing an outstand- 
ing editorial job it is doing an excellent 
The swing is 
back to wood. May we tell you more? 


TELEPHONE ENGINEER 











assist members keep up to date on the 
latest advertising copy information appear- 
ing in current advertising publications 

Pertinent articles from these publica- 
tions are condensed into digest form to- 
gether with the source so the reader may 
refer to the complete articles. Three of 


Plywood Planes 


Plywood Planes are a reality. Many firms are now 
in production and thousands will be produced for 
military, civilian and training purposes. Readily 
made from a non-critical material, they can be 
produced in quantities with existing facilities, all 
served by Wood Products magazine. This devel- 
opment, encouraged editorially by Wood Products 
for many months, is certain to have far-reaching 
effects. Plan now to tell your sales story to this 
great new market through the pages of 





Wooo PRODUCTS 


@ 431 S. Dearborn St., Chicago, Ill. @ 
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Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 











NEW NAMES 
in a period of industrial change 


Turnover in industrial personnel is now more than two 
and a half times normal. Before the year is over, at 
least 50% of the key men in the average plant will 
have made some kind of shift. 

McGraw-Hill Industrial Lists include more new names 

new men in new jobs—than ever before. Hundreds 
of thousands of questionnaires, field surveys and con- 
fidential reports are being used to make these unique 
lists as accurate and comprehensive as humanly 
possible. 

Most manufacturers have neither the time nor the 
facilities to maintain their own lists successfully under 
today’s conditions. Instead, more and more are turning 
to the McGraw-Hill Direct Mail Division. This special- 
ized service can give you personalized coverage of 
your markets at an economically low cost. The facts 
are yours for the asking. 


DIRECT MAIL DIVISION 


McGraw-Hill Publishing Company, Inc. 
330 West 42nd Street New York, N. Y. 








New officers of the Industrial Marketers of New Jersey. Seated left to right are: Treasurer, 
James J. DeMario, Manhattan Rubber Mfg. Co., Passaic; vice-president, Cuyler Stevens, 
T. J. Maloney, Inc., New York; John Coakley, past president, Thomas A. Edison, Inc., West 
Orange; president-elect, Samuel E. Gold, Lignum-Vitae Corporation, Jersey City; vice-presi- 
dent, Edward J. Pechin, E. |. du Pont de Nemours, Inc., Plastics Dept., Arlington; vice-presi- 
dent, Ralph N. Hanes, Mechanical Goods Division, United States Rubber Company, New 
| York; secretary, C. E. Gischel, Walter Kidde & Co., New York; standing, left to right are: 
directors, Clayton E. Ellis, Elastic Stop Nut Corporation, Union; Russell D. Kreie, Magnus 
Chemical Company, Inc., Garwood; Lewis M. Carter, National Oil Products Company, Harri- 
son; Sidney H. Webster, Eclipse Aviation Corporation, Bendix. In addition William Hoffman, 
| “Textile World,” New York, was elected to serve as an associate director for the new term 
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the series have already appeared. Mr 
Garretson has enlisted a committee to 
work with him on the job and each has 
been assigned certain publications from 
which he digests articles which he feels will 


be helpful to NIAA members 


Herington Will Direct 
Pittsburgh Advertising Council 


The Industrial Advertising Council of 
Pittsburgh has elected C. E. Herington, di- 
rector sales promo- 
tion, Meehanite Re- 
search Institute, pres- 
ident, succeeding Ed- 
mund D. Kennedy, 
advertising manager, 
Copperweld Steel 
Company. Other ofh- 
cers elected are: H 
S. Downing, Walker 
& Downing, secre- 
tary; and Elliott G. 
Johnson, Homestead 
Valve Mfg Com- 
pany, treasurer 

Directors selected Cc. E. HERINGTON 
are: F. Lorenz Gem- 
mer, Aluminum Company of America; 
Ralph M. Jones, Railway & Industrial En 
gineering Company; J. A. Burgess, Gulf 
Oil Corporation; James D. Kelly, Iron ane 
Steel Engineer: and W. M. Gardner, Gard: 
ner Displays Company 





Jarvis Tells of Advertising's 
Force to Ontario Advertisers 


“The advertising profession can n 
the first time. look at its own business wit! | 
out being hampered by a traditiona t 
look which has grown up in th 
seventy-five years,” Albert Jarvis, e 
Fisher Company, Ltd., Toronto, told the 
Industrial Advertising Association 0! 
tario last month. “We have tended re’ ' 
gard advertising as something whol nd 
completely a ‘selling force’ in comn 
he asserted, “whereas advertising 
deed a ‘sales force’ in other ways 
as the actual passing of goods fron 
facturers to consumers.” 
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hea Target for Industey: 
More Dollars Per Man Per Month in the 
PAY-ROLL WAR SAVINGS PLAN 


es 


TO WIN THIS WAR, more 
and more billions are needed 
and needed fast-—AT LEAST 
A BILLION DOLLARS A 
MONTH IN WAR BOND SALES 
ALONE! 

This means a minimum of 10 percent 
of the gross pay roll invested in War 
Bonds in every plant, office, firm, and 
factory in the land. 

Best and quickest way to raise this 
money—and at the same time to “brake” 
inflation—is by stepping up the Pay- 
Roll War Savings Plan, having every 
company offer every worker the chance 
to buy MORE BONDS. 

Truly, in this War of Survival, 
VICTORY BEGINS AT THE PAY 
WINDOW. 

If your firm has already installed the 






a 
Se 


ss 


Pay-Roll War Savings Plan, now is the 
time— 


1. To secure wider employee par- 
ticipation. 

2. To encourage employees to increase 
the amount of their allotments for 
Bonds, to an average of at least 10 
percent of earnings—because 
“token” payments will not win this 
war any more than “token” resis- 
tance will keep the enemy from 
our shores, our homes. 


If your firm has not already installed 
the Pay-Roll War Savings Plan, now is 
the time to do so. For full details, plus 
samples of result-getting literature and 
promotional helps, write, wire, or 

hone: War Savings Staff, Section E, 

reasury Department, 709 Twelfth 
Street NW., Washington, D. C. 





U. S. War Savings Bonds 





This space is a contribution to America's all-out war program by 
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WHAT’S GOING ON? 


@ Manulacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 



















BACON'S CLIPPING BUREAU 

La Salle-Wacker Bldg. Chicago, Ill. 

BUSINESS PAPERS . FARM PAPERS 
GENERAL MAGAZINES 








is your best medium 
to advertise to this 


$14,000,000,000 


ilk Plant 
Wonthly 











yearly industry. 
CHICAGO 
The biggest industry in 
the United States is the dairy industry and 
FLUID WILK makes up nearly 40% of it. 
CONTACT THE COAL INDUSTRY 
THROUGH ITS ACCEPTED 
MEDIUM 
P Chicago 


Manhattan Bidg. 


SLACK DIAMOND 7 
New York 
Whitehall Bidg. 











Reprints of Article on 
Censorship Regulations 
Now Available 


® . ally equesits 


Milestones 


in Publishing 


Pe neil Poi 
June in new 
The Neu 


has abandoned 








its 
format and 
Pencil Points 
its previous 
treatment 
style with larger, 


appearance in 
carrying the 
The pub 


con 


nts made 


name, 
" 
lication 


servative typographical for 


more modern ind bolder 


open-face type and display heads, and 
pictorial cover. Articles open with atten- 
tion-arresting spreads and many pages are 
done in two colors 

The publisher has announced a com 
petition for the best name for the maga 


as now being published, the award 


zine 

being a $500 war bond. The award will 
be based on (1) the appropriateness of 
the name itself and (2) the soundness 


of the reason advanced for its selection by 
the contestant. The contest closes Aug. 20 


The publication has been serving the 
architectural profession for twenty-two 
years 

e 

A two-color poster emphasizing the im 

portance of lumber in the war program 


has been distributed widespread to lumbe 
mills throughout the country by Practical 
Builder and Building Supply News. The 
reception was exceedingly good and hun- 
dreds of have been received for 
additional be posted throughout 


he mills 


requests 
copies to 


Freehold, official organ of the National 


Association of Real Estate Boards, Chi- 
cago, has decided to change over from 
a monthly to a weekly publication and 


will adopt a new name which has not 
yet been chosen The given tor 
this change is to speed up the presenta 
news to the field, par 
Washington 


reason 


wartime 
news pertaining to 


tion oft 
ticularly 


administration policies and other regula 
tions affecting real estate 
& 
After torty-seven years with the F. A 
Owen Publishing Company, Charles E 





The Preferred ROLL OF HONOR Plaques 


Distinctive design. quality > 
onstruction and convenient — AY SF 
name service have wor ur : 
questioned preference for - 4 

these plaques among li 


t 


riminating 


LL ny 
it 





TO a aT 






Design A-4. Glass front. 75 names 


GENERAL EXHIBITS & DISPLAYS, Inc... 0°. 


manufacturers 


such as General Electric 

re Co Electric Auto-lite Ce 
= Chicago Flexible Shaft Co 
= Pr. R. Mallory & Co., et 


RANGE OF SIZES 


Design A comes in 15 0 
Ti 75 100 150 and 200 
name upacity size priced 
fron $271.50 to $72.00 
Design BR siz are I 

name $15.50 and 24 name 

$16.25. Individual embossed 
name strips are additiona 

4 each ordered witt 
plaque each ordered 
later, postage paid Special 


wader 


























WRITE FOR FOLDER 


24 names 


Design B-2. Walnut. 


m5 WN. 
Sachs. 


Franklin St. 
220 E. 42nd St 





114 
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LETS KNOCK THE 
TT OUT OF HITLER 


YOU CANT 

KNOCK HIM 

OUT WITHOUT 
LUMBER! 





YOUR job on this heember moll 
1 @s Wnportent to victory os 
any job in the country It 
toke: lumber to house sol 
ders sailors airplanes to 
build fectories ships and 
docks to crete gums tanks 
end ammunition On the 
home tront and on the hight 
wg fronts YOUR humber 











wn the fight 
=“ @ can be won Come. ments oF 
aight hare! Buliding 
Paacricar BulloEr SOPrLY wEws 
Gardner has retired as Western advertis 
ing manager of The Instructor. He had 


previously served as advertising manager 
He will be succeeded by Robert C. Gilbo; 
who will headquarter in Chicago as adver 
tising manager 
* 
Spirits has been acquired by Liquo: 
Publications, Inc., New York, 


tive with the July issue will be combined 


+t 


and erec 


with American Wine © Liquor Jor 
the monthly magazine circulated to whol 
salers and producers Harry Schwarzs 
child, former publisher of Spirits 
joined the organization of Liquor Pub 


cations, Inc 
e 

To provide a forum for the exchar ge 
practical ideas, production kinks, and shop 
short cuts, The Tool Engineer, has estab 
lished a department to be known as “Th« 
Crib.” It is designed so that the materia 
be clipped and filed for future 


erence 


may 


K. L. Rice Heads Chicago 
Business Papers Association 

Kingsley L. Rice, Power Plant Eng 
neering, has been elected president, Ch 
cago Business Papers Association, su 


ceeding E. F. Hamm, Jr., Traffic W 


Other officers elected are: vice-president 
W | Hannon, The American Restau ant 
Magazine; treasurer, E. S. Gillette, Roads 


& Streets; and secretary, Frank Kottra 
Heating, Piping ©& Air Conditioniy 


B. L. Johnson, American Builder, has 
been elected a director. Mr. Hamm be 
comes a director and Louis Brookman, 
Concrete, continues as one for another 


year. 
New York Holds Annual 


Golf Outing 


John Kidde, treasurer, Walter } 
& Co., with a 78 score, won the gol! mee 


of the Industrial Advertising Association 
of New York, held last month \llan 
Brown, advertising manager, Bakelite 0 
poration, took second place with I 
card. 

Tennis doubles were won by Edgar J 
Buttenheim, president, Buttenheim-Dix 


Publishing Corporation, and his son 
ald, who is general manager, Cont 
@ Engineers Monthly. 
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Don Murphy Returns to Navy 
Ww. D. “Don” Murphy, Reincke-Ellis- 


wereen & Finn, Chicago, and presi- 
National Industrial Advertisers As- 
ition, has resigned to return to the 
N is lieutenant, senior grade He is 
ned at Navy Pier, Chicago Mr 
Murphy is a graduate of Annapolis and 
w service in World War I. 
lerbert V. Mercready, sales promotion 
er, Magnus Chemical Company, 
Garwood, N. J., vice-president of NIAA, 
been appointed acting president of 
ciation which will elect new of- 
it its Atlantic City War Confer- 
29-July 1 


D. C. Joly in Army Air Forces 


David C. Joly, formerly district manager 
the California territory of King Pub- 
s, San Francisco, has enlisted in 


Army Air Forces. Mr. Joly is suc- 

by Jack Hodges who has been 

é 1 in editorial and advertising work 
western trade journal field for 

years. The advertising production 

ent of King Publications is now 


direction of Ralph E. Dorland. 


D'Evelyn in Corps of Engineers 
Norman F. D’Evelyn, head of D’Evelyn 
& Wadsworth, Inc., San Francisco adver- 
iwency, has been commissioned in 
Corps of Engineers and ordered to 
ve duty He relinquished _ business 
ities “for the duration” and turned 
the affairs of the agency to the di- 
1 Harry E. Tharsing, secretary 


irer, who has beer with the com 
ince 192] 


C. W. Cleworth in Army 


William Cleworth, vice-president, 
Electrical Publications, Inc., Chicago, has 
ed to enter the Army July 1. Mr 


Cleworth, who served as an engineering 


othcer in World War I, has been Eastern 


representative for Electric Light and 
P for the past three years. T. S 
H f the Chicago advertising staff 
will s ‘ed Mr. Cleworth in that posi- 


Gene Sullivan on Army Newspaper 


e Sullivan, western manager, In- 
ional Confectioner and Tobacco 
l is now general manager of “Cha- 
Field Wings,” army newspaper for 


te Field Technical Training School. 


Florence Dart in Ad Unit; 
Corrie Cloyes Named 


ence Dart, for many years secretary- 
rer and director, McLean-Simpers 
y in Philadelphia, has been made ad- 
g specialist of the Bureau of For- 
é d Domestic Commerce. Her ap- 
P ent marks the first time in the 
ot the bureau that an advertising 
S been established 
rie Cloyes, formerly assistant adver- 
manager, Philadelphia Electric 
ny, has been named assistant to 
J H. Morse, chief of the division of 
c cial and economic information of 
reau 
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MEMBERS OF THE N. I. A. A. 


(Welcome 


to the TRAYMORE 


It’s a privilege and pleasure to have you with us. We 


hope your convention will be a successful one. 


But—to be unconventional—why not make the most 
of your trip to Atlantic City and prolong your visit for 
a few days. There’s a plentiful supply of bronzing sun- 
shine and tonic salt air at the Traymore. And there’s 


no shortage of surf and sand— in fact, our bathing is now 


at its best. Relax completely and enjoy yourself. You're 


in Vacation-land, you know! 
CH KENNETH W. BAKER 
Glolel General Manager 


TRAYMORE 


“Excellence without Extravagance” 
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ESEARCH 


Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 





The Making of a 24-Sheet Pos- 
ler. 

This booklet tells an interesting pic- 
ture story of the production of a twen- 
ty-four sheet poster from creation of 
the idea and art to the actual posting. 
Considerable information is included 
for those having the responsibility of 
creating posters. Published by Mc- 
Candlish Lithograph Corporation. 


544, 


§45§. Advertising in War 

A verbatim report of a clinic dis- 
cussing advertising practice during 
war in the United States, Canada, and 
Great Britain, sponsored by Genera! 


Printing Ink Corporation. 


Color Acceptance Its Normal 
Demands and Wartime Limita- 
tions. 


546. 


Presenting the findings of a survey 
among several hundred leading manu- 
facturers of the color acceptance in 
many lines of merchandise. Released 
by Eagle Printing Ink Company. 


$47. How One Business Went to War. 
The story of how Lyon Metal Prod- 


ucts, Inc., secured war contracts. Pre- 
sented in a special color brochure by 
Business Week. 
Conversion—How to Go After 
War Work. 
This pictorial 
how many types of 
have converted their facilities to the 
production of essential war equipment. 
How to go about getting war contracts 
is outlined step by step. Addresses of 
regional offices of the War Production 
Board federal pro- 
curement agencies are listed. Issued 
by Division of Information, War Pro- 
duction Board, Washington, D. C. 


548. 
brochure shows 
manufacturers 


and locations of 


What Your Customers Need to 
Know About Your Products. 

A hundred-page report prepared by 
a staff of research specialists based on 
a long series of interviews with men 
in the field which tells in the words 
of these men what headlines, phrases, 


549, 


pictures, techniques will attract atten- 
tion, stimulate interest, and compel ac- 
tion in advertising copy. Issued by 
Chemical & Metallurgical Engineer- 


ing. 


$50. War Production News. 


A weekly publication published by 
the War Production Board for New 
York State and Northern New Jersey 
in which requisitions by the Procure- 
ment Board are listed on which bids 
are desired and items for which sub- 
contractors are wanted. 


Advertising in War-Togs Serves 
the Essential Mining Industries. 


551. 


Helpful information on advertising 
copy that will serve industry today 
and build for the future, copy sug- 
gestions and examples of “know-how” 
advertisements are found in the six- 
teen-page booklet distributed by Coal 
Age and Engineering & Mining Jour- 
nal, 


539. The Foundry Industry. 

A market study made for 
who sell to foundries giving a break- 
down of the industry, types of plants 
by states, size, and buying needs. 
Prepared by The Foundry. 


those 


543. How You Can Help 
Industry's Biggest Buyers. 
This illustrated thirty-two-page 
brochure shows what design engineers 
want in technical advertising copy 
and how advertising can help solve 
design engineering problems in ma- 
terials. Published by Product Engi- 


neering. 


§25. Post War Planning II. 

A seven-page report showing how 
postwar planning is being organized in 
the construction field, both private 
and public. Supplementing the first 
report, it discusses progress made and 
new developments since that time. 
Published by Engineering News-Rec- 
ord and Construction Methods. 


451. A Yardstick on the Fast Mor 
Power Market. 

This gives market data on power 
by the twelve leading industries, show- 
ing the distribution of boiler horse- 
power by major divisions of the power 
field, and gives a list of what the 
power plants purchase in the way of 
equipment. Published by Power Plat 


Engineering. 
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